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1x 11/2 hours 13 x 1/2 hour 
NEW movie based on the HIT series! NEW series 


booth R27.12 


Winnet 
of the 2009 
Japan 
Prize! 


13 x Half Hour [ive Action 
Family Drama Series 
Reautifully shot and wonderfully acted, 

is a spellbinding thriller 
reflecting contemporary teen life but deeply 
rooted in Maori culture. 


MONSTER 
FACTORY. 


Half Hour puppet & live action tween series based 
on the well-loved Monster Factory characters! 


© 2010 Monster Factory Inc., all rights reserved. 
Monster Factory and the Monster Factory logo are trademarks of Monster Factory Inc. 


www.lenzent.com 


1 William Morgan Drive Toronto, ON Canada M4H 1N6 416.966.6665 


; 4 A Ay 

’ pee ; Aq f Waughfout}ioud storiesjabout two best 

Sa ttiends\whojarejcompletejopposites 
f ‘ v . 

Mead 2sxeltl Ishows, 52}xi1songs, fully 

immersive interactive;website 


— = 


ee 


100 


Lenz kirdl: 


entertainment 


© Kindle Entertainment 200 


Bookaboo digs specialty 
studio Puppet Heap 


Clone Wars pushes Lucas 
CP to USS1 billon in ‘09 


: 


SHROMmpniSuSSsue 


JOOUU 


25 
33 


Special Repor 


71 MIPTV—New 


™™ Dimensions 


- TVs 3-D frontier ¢ Cool 
New Shows! ¢ Adult- 
focused prodcos make 
inroads into kids TV © 
New-school thinking on 
educational content 


‘ 


a 


Cover This issue féatures an image from new Stella Project series Lah-Lah, starring Australian 
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Dive. into.“Shelldon” a new animated TV 
series that entertains young children anc 
aducates them about the many forms of life 
in a family of Yoka star shells settled in 
Shell Land. Despite his best efforts to stay 
out of trouble, it usually finds him anyway 


Produced with vibrant CGI animation / 

“Shelldon” premiered in 2009 on 

France Television and in the US 
On NBC Saturday morning, 
felemundo and ION TV as part 
of the qubo® children’s T\ 


Shelldon: © 2008 Shellhut Entertainment Co Limited 
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editorial 


KIDS SAY THE 


DARNDEST 
THINGS 


his past KidScreen Summit, held in New York in February, was number seven 


for me. It goes without saying that the week is equally exhausting and exhilarat- 
ing, but my favorite part has got to be the annual conference-closer, Pitch It! 

For those of you who aren't familiar, the Pitch It! session involves four brave 
souls willing to pitch their concept not only to a panel drawn from the pool of 
the top international kids broadcasters, but also to a crowd made up of 500-or-so 
industry members, including producers, broadcasters, consumer products peeps, 
you name it. And this year we added a new dimension that | hope will be part of 
the session going forward, where possible. 

Sharing the stage with Julien Borde, Jules Borkent, Mark Buhaj and Adina Pitt 
at KidScreen Summit's 2010 Pitch It! was a focus group of six boys between the 
ages of 10 and 12, recruited and facilitated by Stacey Matthias at Insight Research 
Group—all were tasked with evaluating four tween-boy targeted pitches. The 
network judges and the boys got to weigh in on the quality of the pitch idea and 
the pitch style itself in equal measure. I'm not lapsing into hyperbole when I say 
the resulting edition of Pitch It! was fascinating. 

For their part, the boys were a pretty articulate bunch and did not hesitate to 
say what they liked and didn't about the proposed series. Moreover, what they 
said differed quite a bit at times from comments made by the broadcasters, par- 
ticularly after taking in what would turn out to be the winning pitch from Sofa 
Studio's Jet Wu for Werewarriors (see “Cool New Shows!" p. 84). 

One of the boys said, “I really like the mythology...1 don't think a lot of people 
would think of that—it's very unique.” Another boy said, “I like the animation, 
there's a lot of color and it's just different from a lot of shows I've seen," while 
yet another remarked, “I'd change it from a half-hour show to an hour, because it 
sounds really good." And the broadcasters? While the tweens, for whom the show 
was designed, said it was original and they'd like to see hour-length episodes, 
Borkent and Pitt said the show would skew younger than its target and, perhaps, 
appeal to the very bottom end of the tween demo. They also agreed, rightly, 
that the concept's structure and mythological conceit borrowed heavily from the 
decade's worth of boys action series that had come before it. 

And it was this contrast that I found so compelling, as it reminded me of the 
formidable challenge presented by creating entertainment for this demo—it's 
impossible for adults working in this industry to remember accurately, let alone 
fully understand, how kids think. For one, the execs’ forays into the jungle-like 
atmosphere of middle school occurred a long time ago, and secondly, there are so 
many other considerations that go into producing and broadcasting a series that just 
might overshadow “what the kids really want.” If nothing else, the 2010 edition of 
Pitch It! underscored how important it is to spend as much time as possible talking 
to real kids, and determining what they can handle, before going into the studio. 
Julien Borde seems to be on that track. “I'm really surprised by the kids’ comments,” 
he said. “I want to ask, can they read scripts?” 

Cheers, 


Lana 
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Season I complete and available 
for broadcast! 


Now being delivered to CBC in Canada, Nickelodeon Germany, 
India, South Korea and Singapore 


Packaged local versions featuring 
your own host now available! 


First local production launched successfully in Germany! 
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ON THE INDUSTRY TRAIL 


KidScreen Summit was a huge success again this year, with more networking, 


deal-making and info-sharing than ever! Attendance was up 15% to roughly 
1,450 delegates, 63% of whom hailed from outside the US. Across the board, 

our international delegations were bigger this year, especially the groups from 
Malaysia (14 attendees this year, compared to four in '09), Korea (40 vs. 23 in '09) 
and Brazil (52 vs. 20 in ‘09). 

Healthier participation from the UK (up 28%) and France (up 17%) also 
contributed to the growth. And for the first time, we welcomed delegates from 
Pakistan, Colombia, Qatar and Puerto Rico! 

Folks are still raving about the Little Airplane Lift-Off Cocktail, our two 
amazing keynote speakers—Sir Ken Robinson and Jeff Gomez—and our new- 
and-improved Pitch It! with the addition of a boys focus group reviewing the 
pitches alongside the broadcaster judges. They didn't always see eye to eye, and 
Lana's got more to say about that interesting juxtaposition in her editorial this 
month on page 16. 

Whether you want to remember good times or see what you missed, we hope 
you enjoy our “Scenes From the Summit” photo spread on pages 68 and 69. 


Back at home, Kristina and her goddaughter had a chance to check out Yo Gabba 
Gabba! Live when it came to town in March, courtesy of event producers S2BN 
Entertainment. Bismark was the celeb musical guest, and the house was bumpin’ as 


thousands of excited toddlers experienced their first rock concert. 


INTRODUCING...KIDSCREEN’S TRANSMEDIA BOOTCAMP! 


Our Digital Media keynoter Jeff Gomez and his inspirational "New Narrative 
Paradigm” presentation were a huge hit at KidScreen Summit. And now, Jeff has 
agreed to teach a one-day hands-on workshop in L.A. on June 2 that will show you 
exactly how to plan and execute a transmedia strategy for your latest development 
projects and existing kids properties. 

Custom-designed for kids producers, creators and IP owners, this practical 
how-to transmedia training from the expert all the studios call in to work on their 
blockbuster brands is exactly what you need to get ahead of the curve on this new 
industry movement. 


Find out more and register at www.Kidscreen.com/transmedia. 
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UPCOMING 
ADVERTISING 
OPPORTUNITIES 


May 2010—Build profile 
BEFORE Licensing Show 


Our next issue is the last one retailers and 
licensees will read before the year's biggest 
licensing industry event. Use it to make sure 
your property is on the radars it needs to be on! 


PREMIUM POSITIONS 
STILL AVAILABLE: 


e Front Cover 

e Up Front Double-Page Spreads 
e Center Spread 

e Qutside Back Cover 


Booking deadline: April 7 
Materials deadline: April 14 


KidScreen’s Little Black Book 
of Licensing Services 


This guide to essential services that fuel the 
licensing industry will be distributed with the 
Licensing Show issue of KidScreen, reaching 
our 10,000- regular subscribers, and many 
other IP owners through bonus distribution at 
Licensing Show (3,000 copies) and £3 (1,000 
copies). 

We will also send a iMag digital version of the 
Little Black Book to the inbox of every IP owner 
on our circ list in advance of Licensing Show. 


Get in on this affordable opportunity to market 
your services to potential clients in a go-to directory 
produced by the kids entertainment industry's most 
trusted information source. 


Call 416-408-2300 or email 
sales@kidscreen.com to find out 
more about these opportunities. 
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or More information, please visit us at MIPTV: 
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eeping track of “what the kids are up to these days’ is part 

of the job for anyone in this industry, but it's a bit harder 

to forecast what kids will want six or 12 months from 
now—that's what market research experts are for. At KidScreen 
Summit in February, we were lucky enough to get New York- 
based Zand! Group senior director of research and trends Anna 
D'‘Agrosa to get the audience up to speed on what's currently 
resonating with kids and teens and what's likely to over the next 
year. Now it's your chance. 


Jim benton, com 


“Maybe because he spent the last hour 
dodging things lunging at him from the TV.” 


With 3-D's big-screen success, forward-looking kids prodcos are ready to gamble on the 
tech’s widespread adoption for small screens. Check out “TV's new frontier” on page 72. 


According to the Zandl 
Group, vampire love's not 
going away anytime soon 


D‘Agrosa's insights into emerging trends are drawn from 
custom research projects as well as Zandl's biannual trend-track- 
ing report, The Hot Sheet, which surveys more than 3,000 US 
youths between the ages of eight and 24. Clients subscribing 
to The Hot Sheet include kids biz biggies Cartoon Network, 
Disney, Fisher-Price, Hasbro, General Mills, Proctor & Gamble, 
MTV Networks and Mattel. 

According to D'Agrosa, technology continues to exert the 
most influence on young people, and she took a specific look 
at what digital natives—kids who have never known a world 
without the internet—expect from their tech. Not surprisingly, 
their expectations are quite a bit different from their parents’. 
For example, kids and teens who have TV, instant messaging, 
internet access, email, video games and social networking sites 
at their finger tips, perform an average of seven tasks at a time. 
Older people (a.k.a. digital immigrants), in comparison, can man- 
age to perform a maximum of three tasks at a time. 

This generation expects instant responses, which means 
its members gravitate to sites like Google Wave and they 
appreciate the real-time interaction of web-based services 
like movie site Netflix and music-streaming site Pandora. And 
they approach technology as a facilitator of communication, 
in which using a cell phone to place a voice call is incon- 
venient but text messaging is where it's at. This group also 
has an open-source mindset; it expects to get entertainment 
for free, but also understands that somewhere along the line 
advertising will be part of the free-content equation. Digital 
natives also leverage technology to curate and handpick 
their news sources, expect transparency from their brands, 
and readily express their opinions, both good and bad, about 
companies and products. 

“Trendspotting” continued on page 26 
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MGA looks to specialty retail for growth 


oming off a year plagued by legal strug- 

gles and a soft economy, Van Nuys, 

California-based MGA Entertainment 
is Opening a specialty retail division to boost 
its reach. 

“There is a slew of retailers outside of mass 
merchants that we haven't reached,” says Isaac 
Larian, CEO of MGA. “These outlets have dif- 
ferent demands for products,” he says. “They 
usually do not want to buy the same products 
that are sold to the mass markets.” 

Larian says that MGA won't just be sell- 
ing to “Mom and Pop" stores, but will also 
be targeting duty-free shops, book stores, 
hospital gift shops and other retailers that 
traditionally have been left out of MGA’s 
distribution equation. 

All MGA properties will be getting the 
specialty treatment, including Bratz, Little 
Tikes, Rescue Pets and Zapf's doll lines. The 
goods earmarked for specialty will be differ- 
ent from mass-market merchandise in terms 
of product selection, packaging and price. 


Sales industry vet Terri Maccarrone is 

taking the helm of the new division and 
has hired a staff of salespeople to launch 
the brand, first in North America then 
moving into the UK later this year. Further 
international plans have not yet been final- 
ized and will depend on the success of the 
initial launch. 
While the division started making the 
rounds at New York Toy Fair, MGA plans 
to attend the upcoming Western Toy & 
Hobby Representatives Association Show in 
Long Beach, California and both the ASTRA 
Marketplace in Providence, Rhode Island and 
Licensing Show in Las Vegas in June to drum 
up more awareness. 

In terms of inbound licenses, Larian says 
he is always looking for additional ones and 
will now have an eye out for those smaller, 
unique properties that are appropriate for 
specialty distribution. 

Additionally, while the company awaits 
an appeals court decision on the ownership 


MGA's entire stable of brands, including Little Tikes, 
is being adapted to meet specialty retailers’ needs 


of the disputed Bratz brand, it is readying 
a relaunch of the fashion doll line to mark 
its 10th anniversary with mass-market and 
specialty offerings. GR 


° MGA Entertainment> www.mgae.com 


“Trendspotting” continued from page 25 

In terms of tech trends over the next year, expect to see the 
continued proliferation of 3-D movies, Blu-ray technology, inter- 
net-enabled devices that turn TV sets into big computer monitors, 
e-readers and even more iApps. Augmented reality, which is just 
emerging, will begin to mature and universal wi-fi will become 
a reality in public spaces. In particular, online viewing of videos 
and TV series was up this year, and D'Agrosa noted that kids 
are increasingly watching shows on kidcaster websites, including 
those belonging to Cartoon Network, Nickelodeon and Disney. 

Interestingly, D'Agrosa said kids and tweens are just as 
acutely aware of the effects of the recession as many adults, 
and in a post-recession economy they are eager to live within 
their means—this could be a generation of do-it-yourselfers in 
the making. She found kids and teens were keen on the DIY 
approach to everything from fashion to making gourmet meals 
at home, and they're relying on emerging kid-friendly cooking 
blogs, YouTube videos and community events to do it. The 
cooking trend, in fact, is amplified by kids’ obsession with lead- 
ing an environmentally conscious life—eating organically grown 
food and learning where meat and produce actually come from 
is a big part of living green. 

In terms of entertainment, the supernatural emerged as a hot 
trend last year and is continuing to lead the way. “We're still in 
a vampire moment,” D'Agrosa said, referring to the continuing 
popularity of the Twilight Saga and shows like The Vampire Diaries. 
However, ghost stories are also catching on, and she pointed to 
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those depicted in low-budget, high-profit film Paranormal Activity 
and TV shows Psychic Kids and Ghost Hunters as good examples. 
D‘Agrosa also emphasized that kids have been in tune with the 
bleak economy of the last couple of years, which has pushed 
adults and kids alike to flock to escapist, fantasy and sci-fi- 
themed feature films and TV series. 

Moving beyond the supernatural, D'Agrosa said distopian 
movies like Avatar and District 9 and video games such as Call 
of Duty—which followed on the heels of this very fraught and 
anxious moment in the world’s socio-economic history—have 
spurred a fascination with the end of the world. And this mind- 
set is also trickling down into fashion and design. She pointed 
to pop artists and style icons Lady Gaga and Rhianna as good 
examples. On the flip side, the reality genre is evolving and kids 
are into the total gamut of reality formats from documentary- 
style series to trashy, semi-scripted shows where both the view- 
ers and series’ “stars” understand they are depicting characters 
and not exposing their true personalities. 

D'Agrosa concluded the key to staying on top of trends in the 
next year involves keeping a close eye on what young consumers 
will be looking for in a post-recession economy, as well as consid- 
ering how digital natives use technology and how companies can 
become a meaningful part of that conversation. “Think about 
escapist entertainment and what we can do as property creators 
to give them this kind of 


escapist outlet that they're 


looking for,” she said. AN ° The Zandl Group > www zandlgroup.com 
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by emily claire afan 


's one thing to see puppets come to life on stage and 

on screen, and an entirely different thing to see them 

given life before they hit the big time. And over at 
Hoboken, New Jersey-based Puppet Heap, it's the shop's busi- 
ness to craft individual personalities from slabs of foam and 
various scraps of fabric. 

The company is celebrating its fifth anniversary this year and 
has come a long way from its start in a 900-square-foot space. 
Founder Paul Andrejco has worked with puppets for 
almost two decades, and after a freelance stint at The a 
Jim Henson Company, he decided to open his own 
studio in 2004. It's since grown into a one-stop 
studio that now covers 5,000 square feet and 
houses a multi-talented crew skilled in every- 
thing from sculpting and painting to costume 
design and filmmaking. 

With top clients including Sesame Workshop, 
Disney and Big Idea, it's safe to say that the company 


might just be at the top of the puppet-making heap. —= 


“Puppets are the antidote to CG lives,” says Andrejco, 

who notes his business is on the upswing as puppets are becoming 
more popular with an older demo, especially in commercials. While 
he wasn't at liberty to discuss exactly what his company has done 
for the biggies, Puppet Heap has worked on other notable projects 
in the kids entertainment space, including Bookaboo from London's 
Happy Films that airs on CiTV in the UK. 
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It took two years for the Hoboken, New Jersey-based puppet studio 
to get Bookaboo (inset) just right, while current work at the shop 
(above) includes bringing literary character Jin Jin the Dragon to life 


Andrejco chuckles as he recalls working on the rockin’ dog 
puppet. "We must have tried between 25 and 30 different dogs, 
and at one point, we thought, ‘You know, this isn't going to work.” 
It took two years, working with Happy’s Lucy Goodman to even- 
tually come up with bandana-clad canine puppet Bookaboo that 
went on to score a BAFTA last year. 

Among its many projects, the Heap is also keeping busy 
with working on season two of Bookaboo and with kidlit author 
Grace Chang to create an 18-foot-tall dragon puppet called Jin 
Jin based on her books Jin Jin the Dragon and Jin Jin and the Rain 
Wizard. The shop is also responsible for Winston the Turtle, one 
of the puppets used by US reality series America's Got Talent win- 
ner Terry Fator. 

But building the puppets isn't all the company does. The 
Heap also has a wood, molding and casting shop to produce 
puppet-sized props and costumes for the creatures it cre- 
ates. And since the company’s staff can't be on-site for every 
alteration or quick-fix, it provides a handy repair kit for its 
out-of-town clients. For theatrical productions in and around 
the New York area, it has a team of "puppet doctors” on call, 
in case of emergencies. 

To make sure that their creations are ready for their close ups, the 
finished product goes into the company’s in-house video and photo 
studio for a test run, where staffers set the puppets up in front of a 
camera to make sure everything's 
in its right place and looks exactly 


how it should on-screen. § Puppet Heap > 


www.puppetheap.com 


Visit us at MIPTVY: 
Booth 2NG.04 


French Licensing Federation 


founded in Paris 


solid sign of the maturation of the French 
licensing industry, the first meeting of 
he French Licensing Federation (F2D2) took 
place in Paris on March 10. The Federation is 
currently made up of 28 France-based licen- 
sors and licensing agents, including F2D2 
president and director of licensing at Marathon 
Media, Patricia De Wilde, and VP and treasurer 
Franck Cymes, France Télévisions Distribution’s 
director of licensing and events. 
F2D2’s first order of business will be trying 
0 pin down the legitimate value of the indus- 
ry in the European country. A 2006 estimate 
of the size of the French L&M industry rang in 
at US$5 billion in annual retail sales, but there 
is currently no reliable data to ascertain what 
that number is today. 
“Our main goal is to collect data, so 
we can evaluate just that,” says Big Bocca 


TV & Licensing MD, Marie-Laure Marchand, 
who was elected VP and general secretary of 
the organization. “We are going to be collect- 
ing financial information, so we will be able 
to communicate the power of this industry to 
the French government and others.” 

Marchand estimates it will take about a 
year to pin down figures. In the meantime, 
F2D2 will be looking to make its first official 
appearance at the Kazachok International 
Licensing Forum taking place on April 8 and 9 
in Paris, and will use the opportunity to build 
its membership base. 

“We want to extend our membership to 
retailers and licensees,” says Marchand. “We 
want to have a lot more people on-board. 
This isn’t just about entertainment. licens- 
ing but also sports, fashion and more.” She 
adds F2D2 will be arranging conferences and 


information sessions on topics such as cross- 
border licensing issues (a particular concern in 
Europe), brand-building and the ins and outs 
of licensing agreements. The organization is 
also looking to have a presence at Licensing 
Show in Las Vegas this June. 

As well, representatives of the organiza- 
tion have already met with members of the 
International Licensing Industry Merchandisers’ 
Association (LIMA) and are hoping to work 
together in the future on potential joint events 
and conferences. “We are very interested to 
be working in collaboration with them,” says 
Marchand. GR 


Warner Bros. to open game studio in Canada 


At 300-odd video game industry 
jobs are heading into Canada, courtesy 


of Warner Bros. Interactive. At press time, 
the interactive division of the entertainment 
powerhouse announced it was setting up shop 
in the country’s third-largest city, Montreal. 
Warner Bros. cited government incentives and 
Montreal's growing video game animation and 
publishing community as reasons for the move. 

The city is already home to French video 
game giant Ubisoft's largest studio in the world, 
Electronic Arts Montreal and Eidos Interactive. 
Game publisher THQ Interactive said in 
December it's also opening a studio in Montreal, 
creating another 400 jobs. 

Tax credits and an additional US$7.3 million kicked into the 
Warner studio by the provincial government of Quebec helped 
seal the deal. But Ian Kelso, president and CEO of the industry 
association Interactive Ontario (another Canadian province 
ramping up its presence in the video game industry), says incen- 
tives “can only get you so far.” 

“They're the cost of doing business," says Kelso. “It really 
comes down to the talent.” And talent, he adds, does more to 
anchor companies in a particular city or region. “I think once 
you get established with an industry where you have very strong, 
viable clusters, you get networks established and those are hard 
to uproot,” Kelso explains. “You have communities of talent, but 
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Batman: Arkham Asylum from Warner Bros. Interactive, which is opening a studio in Montreal 


also the support and infrastructures around that... There's a lot 
of value created so that it’s hard to just go somewhere else and 
set up shop anew." 

Warner Interactive has published popular titles including 
Batman: Arkbam Asylum based on the billion-dollar Dark Knight 
feature film, and the Nintendo DS hit Scribblenauts. Its new studio 
will work on product development, digital and cinematographic 
animation and quality assurance, along with adaptation and 
translation into various languages. It's expected to be complete 
by 2015. ECA 
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kidScreens 


TRANSMEDIA BOOTCAMP 


MASTER THE TRANSMEDIA UNIVERSE! 


KidScreen’s Transmedia Bootcamp event is the first of its kind, 
delivering practical, how-to transmedia training led by leading 
cross-platform strategist Jeff Gomez. 


He wowed the crowd at KidScreen Summit 2010 with his “New 
Narrative Paradigm” keynote. And now Jeff has partnered with 
KidScreen to teach his signature transmedia development process to 
kids content producers and creators. 


The world’s biggest studios and corporations turn to Jeff for guidance 


on how to transform their intellectual properties into massive hit A 
franchises that successfully leverage an array of global media mo *. 
channels and mass audience touchpoints. With his expert team at pA 
Starlight Runner Entertainment, he has worked on such blockbuster | 
transmedia builds as Disney's Pirates of the Caribbean, Prince of Starlight Runner 
Persia and Tron, Microsoft's Halo, James Cameron's Avatar, Hasbro’s Entertainment 


Transformers, Mattel’s Hot Wheels and Coca-Cola's Happiness Factory. 


Using models and hypotheticals that are relevant to the kids entertainment market, 
some of the topics Jeff will cover include: 


O how to develop transmedia-sustaining story worlds 
@ how to innovate or prepare established properties for transmedia life 
@ how to produce a project across multiple media platforms 


REGISTER 
BEFORE 
APRIL 23 AND 
SAVE $200! 


Position yourself and your company to be one step ahead of the crowd 
as transmedia production morphs from buzzword to industry standard. 
This can't-miss learning opportunity will help you become a master of 
the transmedia universe. 


FOR MORE INFO VISIT WWW KIDSCREEN.COM/TRANSMEDIA 


TO REGISTER OFF-LINE, CONTACT JOEL PINTO 416-408-2300 X650 ¢ JPINTOf€4BRUNICO.COM 
FOR SPONSORSHIP OPPORTUNITIES, CONTACT MYLES HOBBS 416-408-2300 X492 * MHOBBSfaBRUNICO.COM 
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A look at kids 


7 for Children in Television's 

shows worldwide 
Youth & Media Conference, held 
in Toronto in November, got a lot 
sparks a call to of people talking. At the event, in 
break sex-based which a who's who of the Canadian 


children's entertainment industry 

gathered to network and share 
stereotypes ideas, a talk on gender representa- 
tion in international kids TV pro- 
gramming put the spotlight on just how imbalanced it is. As it 
turns out, the bulk of kids shows feature male protagonists over 
females ones and are riddled with gender stereotypes. 

Editor of The Journal of Children « Media—and author of the 
recently released book, Screening Gender on Childrens Television: The 
Views of Producers Around the World—professor Dafna Lemish led the 
seminar. She shared extensive research from her book that came 
out of face-to-face interviews with 135 children’s TV producers 
from 65 countries over a four-year period. During the session 
she also quoted eye-opening quantitative research from a major 
international study on gender representation led by Prix Jeunesse 
International head Maya Goetz that analyzed some 2,364 hours of 
kids programming from 24 countries. 

“In many cases, TV is the first exposure kids have to different 
people, cultures, workplaces and situations," says Lemish. “It's cru- 
cial [to get it right] because characters are adored by children and 
decide for kids what is good, bad, pretty and ugly, and offer them 
possibilities of what their futures can and should be," she says. 

What may or may not be surprising to industry folk is that 
Goetz's content analysis found that of the 26,342 main char- 
acters coded in the study's review of kids fictional programs, 
only 32% were female, while 68% were male. Animated shows 
in particular had a female-male split of 31/67, lower than live- 
action formats, which averaged 40/60. Overall, the study's 
analysis found that the heroes in kids programming worldwide 
are overwhelmingly male and lead stories as female characters 


101 
THE GENDER GAP 


Dora steps outside traditional 
gender roles, but also proves 
boys will watch a show with 
a female lead character 


are generally there to be rescued, serving to further define the 
identity of the male heroes, rather than heroes in their own 
right. The research also revealed that the physical traits of 
female characters often subscribed to feminine ideals found in 
popular culture, with girls having blonde or red hair and slim 
builds more often than not. In fact, the number of overweight 
male characters doubled that of females. Depictions of over- 
weight girls were scarce in the entire sample, and there were 
none found in shows produced in Norway, Argentina, South 
Africa or Hong Kong. 

Though fictictious programs naturally stray from real life, 
Lemish contends that being consistently under-represented in the 
media imparts a message of marginality to real girls. 

Of course, as Lemish points out, the issue of gender inequality 
is not unique to children’s programming—it permeates popular 
culture, advertising and merchandising. However, a studio-based 
industry traditionally dominated by male producers set the stage 
early on. “Even though they didn't have bad intentions, men were 
directing what they thought was right, what interested them and 
what they thought was attractive,” says Lemish. 

The Geena Davis Institute of Gender in Media, based in L.A. 
and founded by actress Geena Davis after she noticed how women 
were under-represented in the programming her daughter was 
exposed to, has also conducted quantitative analyses on gender 
roles. Research carried out in 2005 that sampled 1,034 shows 
found that when looking at animation vs. live-action program- 
ming, females in animated contexts were more likely to be shown 


Kidsereen APRIL2010 33 


a 


: — 
——— 


-¥8xF 


For all sales enquiries contact 
egalton@cakeentertainment.com 


OOOHHHASIS © 2009 — TeamTO — Tuba Entertainment — TF1 


in sexually revealing attire at a ratio of 25% 
to 17%. Toon girls were also more likely to 
have smaller waists than live-action female 
characters (40% to 7%). And the research 
wasn't entirely focused on how female 
appearances are misrepresented. Animated 
male characters were more likely to have 
larger chests and smaller waists than their 
live-action counterparts. 

“Animation favored sexualized female 
characters with unrealistic body ide- 
als, and for male characters, animation 
heightened a superhero muscularity,” says 
Madeline DiNonno, executive director of 
the Institute. 

DiNonno says the organization is aim- 
ing to bring about change from within the 
industry. Its programming arm, See Jane, is 


in the early stages of meeting with all levels 


“One of the research projects is to 
challenge that myth," says DiNonno. 
“Everybody thinks that's so, but five-year- 
olds are watching Dora the Explorer and don't 
have a problem with it." 

Similarly, Lemish says broadcasters will 
buy series they know the audience wants. 
“One of the things that I've learned is to 
convince buyers that they'll be making lots 
of money by showing positive images," she 
says. She also holds Dora the Explorer up as 
an example of a series with a strong female 
character that boys watch quite willingly. 
What's more, its consumer products success 
proves there's money to be made in provid- 
ing such a role model. 

New York-based Little Airplane's The 
Wonder Pets! is another example, she says. 
At its core there's a collaborative ensemble 


The Degrassi franchise gets top honors from researcher Dafna Lemish for its positive gender representation 
for older kids and tweens—the ensemble cast offers a wide variety of complex characters 


of studio execs. The goal is to raise aware- 
ness and work together on developing 
scripts and holding educational workshops 
to help redress the skewed female-to-male 
character ratio and diminish the use of gen- 
der stereotypes. 


Creating shows with balanced gender rep- 
resentations is one thing, but both Lemish 
and DiNonno say they come up against 
producers who contend they have to pro- 
duce boy-centric shows because that's what 
broadcasters are going to buy. Going for- 
ward, DiNonno says some of the key 
research the Institute takes on will be to 
dispel the notion that boys will only watch 
shows with male leads, but girls will watch 
regardless of the main character's sex. 


comprised of male and female characters. 
“They collaborate with each other, rather 
than lapse into the gender stereotypes like 
fighting or getting entangled in romantic 
relationships,” says Lemish. Furthermore, 
she notes the series’ male characters, Linny 
and Tuck, aren't compelled to be aggres- 
sive or reluctant to share their feelings, 
and female character Ming Ming doesn't 
cry and become hyper-sensitive—all three 
experience a range of emotions. 

(For his part, Little Airplane president 
Josh Selig believes that gender inequal- 
ity may be hard for preschool producers 
to overcome. “The problem is preschool 
shows have become extended toy commer- 
cials and people don't like to talk about this, 
but it's a reality,” says Selig. He contends 
the toy discussions become central to the 
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The Wonder Pets! characters can be identified as male or female, but they don’t subscribe 
to gender stereotypes, they collaborate with each other and they express a range of emotions 


development of a new show and gender 
imbalances are perpetuated by the needs of 
the toy business. Mass-market retailers, he 
notes, readily divide products into separate 
boy and girl categories.) 

Positive examples aren't limited to pre- 
school. Lemish also cites Canadian-pro- 
duced tween series Degrassi Junior High as an 
example of programming that gave equal 
billing to male and female characters and, 
more specifically, dealt with common issues 
of teen sexuality in a positive way. 

Beyond the research being conducted 
by the likes of Lemish and the Geena 
Davis Institute, what's really going to 
reverse the current direction of content 
is a thorough examination of what kids 
really want to see, based on empirical 
evidence and not proverbial industry wis- 
dom. Nickelodeon's Consumer Insights 
Research department, interestingly, has 
spent some time watching kids watch TV 
in an ongoing effort to get a clear idea of 
what types of shows boys and girls want to 
spend time with. 

“There has always been this idea that 
boys are partial to shows that have male 
leads and that girls would watch a pro- 
gram regardless of character gender, and 
we want to see if that is in fact true,” 
says Andrea Strauss, VP of Consumer 
Insights Research at Nickelodeon. Her 
department did a content analysis of the 


top-100 shows for kids six to 11 this past 
summer and coded random eps of some 
150 series by character age, gender and 
racial identity. 

Strauss says the content analysis revealed 
that none of the boy-skewing shows had 
a solitary female lead characters but rather 
revolved around ensemble casts that included 
girls. However, during qualitative interviews 
with kids, 75% of boys and girls said that it 
didn't matter to them whether a lead charac- 
ter was male or female. 

“Is the behavior a result of what's avail- 
able to them,” asks Strauss. “Is it the indus- 
try that believes this conventional wis- 
dom, so that is what is being created for 
kids?" This is what the Consumer Insights 
team is trying to find out next, and Strauss 
says further research over the course of 
the next year will explore that question 
more deeply. 

It's easy to repeat the old formula,” says 
Lemish. "I hope [producers and broadcast- 
ers] will take into consideration how to 
present the world as more equal, more 
humane, less violent and more respectful of 
diversity of people, geared toward gender 
and racial equality." 
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Moonscoop’s co 
Super Sportlets 
kids from a if f 


With an interest in getting kids ages five 
to nine up and at ‘em, live-action/CGI 
comedy series Super Sportlets features four 
slick teenage aliens bent on saving the 
world's children from couch potato doom. 
The 26 x 11-minute series from Paris- 
based Moonscoop and co-pro partners 
The Workout Factory in Holland and 
Ireland's Telegael combines live-action 
footage shot against a green screen with 
CGI backgrounds and a heavy dose of 
special effects. 

The show's heroes, Ballistico, Charm, 
Athletica and Strongo, are on Earth to 
hunt down bad guy Rudy Rude and stop 
him from robbing kids of their energy 
and turning them into video game play- 
ing, junk food eaters. Their Earthbound 
lair is actually an ultra-modern gym 
called The Kids Workout Factory—a 
place where kids come to hone their 
sports skills. With the aid of a super 
computer known as Sports Information 
Download, or SID, the extra-terrestrial 
teens must use extreme alien sporting 
personas to quickly become experts in a 
range of sports, including soccer, basket- 
ball, freestyle flatland BMX, skateboard- 
ing, martial arts, baseball and gymnas- 
tics. Adding some celeb cachet to the 
series will be real-world sports stars, 
who'll have guest cameos and perform 
their specific sports. 


The series itself is a re-invention of 
the Dutch-language series, Sportlets, which 
aired on Nickelodeon Benelux in 2007. 
Mike 


explains that apart from the character's 


However, Moonscoop’s Young 
names, the show's content and CGI look 
is all new and quite different. The retooled 
Sportlets characters are now more slick 
and dynamic, and Young says the new 
show has a specific focus on teaching kids 
both mainstream sports and introducing 
them to lesser known activities that could 
change their lives. 

Moonscoop is on the hunt for presales 
with a delivery date of September 2010, and 
is working with a budget of US$4 million. 


Decode Enterprises will be shopping 
its new Halifax Film-produced CGI art- 
focused series Pirates: Adventures in Art at 
MIPTV. The preschool show for kids 
four to six puts the spotlight on free- 
spirited and highly imaginative Captain 
Leonardo who, along with his band of 
bohemian brigands, has escaped the drab 
kingdom of Queen Conformia. True to 
her name, the royal seeks to stamp out 
all traces of individuality among her sub- 
jects, and it's up to Captain Leo and his 
crew of art-loving pirates to embark on 
daring missions to restore vibrancy to the 
once-creative land. 
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In the meantime, the displaced Princess 
Cleo has stowed away aboard Leo's 
trusty ship, the Mona Lisa. Cleo is just 
as determined and creative as Leo, but 
her common sense serves to anchor Leo's 
more outrageous flights of artistic fancy. 
Joining Cleo is the massive Encyclopedia 
Artifactorium, which contains all known art 
facts. Leo and Cleo join forces and set out 
on a mission to research as much about art 
as they can to help Conformia's victims 
reclaim their love of artistic spirit and indi- 
vidual expression, and help return Cleo to 
her rightful throne. 

Other crew members make for comic 
relief, such as Fresco del Gecko, a suave, 
dashing Spanish gecko and self-proclaimed 
hero with fast-as-lightening moves and 
impeccable spy skills. There's also Skelly, 
a skeleton complete with pirate eye patch 
and wooden leg who acts as the ship's chef 
and tends to be accident prone. 

In one episode, the pirates discover 
a treasure trove of prehistoric art in a 
cave. When Queen Conformia'’s yes man, 
Admiral Krank, blocks the entrance to 
the cave, Princess Cleo takes inspiration 
from its drawings and etches out an escape 
route on a rocky wall for Leo to find. 

The series will be available in two for- 
mats. There are the standard 11.5-minute 
eps and a longer 12.5-minute version that 
includes footage from kids' art classes, high- 
lighting the art techniques depicted in each 
episode. Decode is working with a budget 
of US$3.5 million for the first 16 eps and is 
set to deliver the first 26 eps (out of a total 
of 36 commissioned) to Canuck pubcaster 
CBC starting this month, and the remain- 
ing 10 this June. 


Sometimes there's just no ignoring a 
show that is crying out to be made. That's 
what happened at Loreto, Italy-based 
Rainbow when the creators introduced a 
new set of characters, the PopPixies, to 
the second season of the prodco’s first hit 
Winx Club. The tiny fairy-like characters 
struck a chord with Winx Club's girl audi- 
ence and the PopPixies went on to spawn 
a successful licensing program in 2006. 
Rainbow knew it was onto something and 
set about creating a PopPixie TV series to 
further drive the brand. 


With 20 broadcasters already pre- 
sold, including RAI, Noga, SABC and 
France Télévisions, the PopPixie pilot is 
set to debut at MIPTV with delivery on 
the series, budgeted at US$300,000 per 
half hour, slated for fall 2010. 

The comedy for five to sevens takes 
place in Pixieville, where a harmonious 
community of boy and girl pixies, magical 
animals and curmudgeonly gnomes co- 
exist. The pixies each possess special talents 
and are paired with a fairy animal with simi- 
lar characteristics, which often leads the 
pixies into strange and funny situations. 


Princess Cleo and Fresco de Gecko star in 
Pirates: Adventures in Art 


The pixies also have unique magical 
powers that they can make more power- 
ful through PopPixie balls found on the 
Tree of Life in the center of town that are 
earned through doing good deeds. But 
Pixieville isn't a complete utopia—the 
clan of trouble-making townie teenagers 
constantly upsets the order of things with 
their plans to snatch the PopPixies. 

PopPixies’ multimedia strategy will 
emulate Rainbow's Winx Club model, 
which it has rolled out to TV, DVD, 
the web, live shows, an ice show, two 
feature films (the latest in 3-D) and an 


MMOG. KC 


Decode Enterprises > www.decode-ent.com 
Moonscoop > Wwww.moonscoop.com 


Rainbow > www.rbw.it 


~ ©2010 Studio100 


The Viking 


IS HEADING FOR 
CANNES IN 3D! 


THE NEW VICKY 


IN 3D AT 


MIPTV 2010 
R29.01 


ANIMATED HERO VICKY THE VIKING IS ON HIS WAY TO CANNES! 
MORE COMPELLING! 
MORE ENTERTAINING! 


STUDIO100 MEDIA 
tel.: +49 (0)89 96 08 55-0 | e-mail: info@studiol00 media.com | www.studiol00Omedia.com 


STubpio1ioo 


MEDIA 


AIS 


J a 


Uda haa al 


78X22" 


FOR ALL SALES ENQUIRIES CONTACT 
EGALTON@CAKEENTERTAINMENT.COM 


0: tvs Te LE[OON frest© 


TDWT © Camp TV Productions (Season 3) inc. 2009 
TDI © Camp TV Productions inc. 2007 
TDA © Camp TV Productions (Season 2) inc. 2008 


's remarkable how creative pro- 

ducers and broadcasters can get 

when cobbling together a bud- 
get, particularly in a super-competitive, 
tight market like the UK. Funding sources, 
on the other hand, are fairly staid and 
limited. Well, things might be changing a 
little bit. Avenues such as product place- 
ment and commercial sponsorship remain 
largely restricted to adult-targeted pro- 
ducers as a source of cash, but two recent 
UK kid-friendly projects have been test- 
ing the waters, luring unlikely financing 
partners in the form of large grocery store 
chains Morrison's and Tesco. 

With 370 stores across Britain, gro- 
cery retailer Morrison's ponied up the 
complete budget for the first 10 x half- 
hour season of Farm Camp (produced by 
London-based Handle & Spout), which 
aired this past fall on ITV's dedicated 
children’s channel CiTV. 

The reality show targeting seven to 
12s follows 10 children who swap city 
life for the farm and discover where 
their food actually comes from, while 
slogging through a daily set of chores. 
Mentored by a leader, Farmer Paul, 
the recruits take on challenges such 
as milking cows, tending to pigs or 


Retailer Mortison’s fo: 
the‘entire bill for'H 
Spout's Farm. 


answering tough trivia questions about 
fruits and veggies. 

The grocer financed the show, signing 
on as its sponsorship partner as part of its 
“Let's Grow" marketing and PR campaign 
designed to educate kids about the origin 
of their food. CiTV'’s program manager 
Jamila Metran explains that the show 
was in the early stages of development 
when the broadcaster was approached by 
Morrison's, which asked if there were any 
projects in its pipeline that complemented 
the retailer's healthy eating mandate. 
While on the backburner, Farm Camp 
appealed immediately and the grocery 
chain came on as a sponsor, setting the 
production wheels in motion. 

To be clear, the series adheres to 
advertising restrictions laid down by 
Ofcom, the government regulatory body 
that oversees broadcasting in the UK. 
Metran explains that the formula only 
works if the show is already in develop- 
ment and just happens to match up with 
the needs of an advertiser. “The idea has 
to come from the broadcaster—the only 
thing the advertiser does is fund it," she 
says. “They get their branding around 
the program, but they're not to have any 
creative input.” 


In the case of Farm Camp, there is no 
product placement in the footage or 
direct advertising on Morrison's part, 
aside from sponsorship bumpers at the 
top and bottom of the show. The benefit 
for Morrison's comes from the show's 
association with the grocers campaign, 
explains Handle & Spout creative director 
Paul Shuttleworth. 

“The art of ad-based funding in the UK 
is to have shows that share the same brand 
essence as the sponsors,” says Shuttleworth. 
‘It's not about Morrison's selling more 
potatoes," he remarks. Rather, it's about 
positioning the grocer as a wholesome 
supermarket that supports families. To 
further reinforce the Let's Grow mes- 
sage, parents were incouraged to collect 
vouchers from Morrison's stores that their 
kids cashed in for gardening equipment 
for their schools. Additionally, Farm Camp 
ends up getting an in-store presence via 
the promotion, which lasted several weeks 
last November. 

Shuttleworth says the only challenge 
of working with a corporate sponsor was 
the compressed production cycle. Once 
Morrison's gave the greenlight, he had to 
kick the production into high gear last July 
to deliver the show in time to air during 
Morrison's November campaign rollout. 
“We had to cast the kids, find the farm 
and turn an entire reality show around in 
that time,” says Shuttleworth. “Sometimes 
that's where deals fall apart—you get 
yourself in a project, but the sponsor's 
already done its marketing spend for the 
year and it's too late.” 

With one season of Farm Camp under 
Handle & Spout's belt, Shuttleworth says 
he hopes to revive the show with a sec- 
ond season to bow alongside the next 
wave of Morrison's ongoing campaign. 
In the meantime, he's ready to run it as 
a format, and has his eyes open for local 
retail partners in other territories. " 

CiTV's Metran explains that she hasn't 
seen deals similar to Handle & Spout's con- 
ducted much yet in children's program- 
ming. However, last year the broadcaster 
commissioned three other sponsor-funded 
kids shows, including a 10 x five-minute 
factual program, Green Up Your Life, as part 
of the Generation Green campaign from 
British Gas, Skillicious, an eight x half-hour 


high-energy sports series in collaboration 
with beverage company Britvic; and Wild 
World, a 10-part nature series funded by 
gift company Kids Activity Days. Metran 
says she hopes to bow a couple more 
sponsored shows each year. 

Morrisons isn't the only retailer get- 
ting into showbiz. Tesco, the third-largest 
retailer in the world, has also signed on to 
help finance several DVD premiere fea- 
tures. Newly formed media company Amber 
Entertainment, with offices in London and 
L.A., is teaming up with the chain to bring 
the books of well-known authors to life as 
DVD movies. The catch is that the titles 
will be sold exclusively at Tesco for a three- 
month window, at which point Amber will 
be able to distribute them worldwide. 

First on deck are a series of movies 
based on Jackie Collins’ novels. But the 
studio has kids content coming down the 
pipe. Amber plans to start production on 
a screen adaptation of Judy Blume tween 
novel Tiger Eye this summer, and have the 
DVD hit shelves by Christmas. 

Amber co-founder Lawrence Elman 
explains that authors, though already 
well-recognized, might not necessarily 
have the fire power to pull off a theatrical 
release. Creating for the small screen, he 
contends, is making less economic sense, 
given the diminishing revenues from TV 
sales. So Amber's goal was to produce a 
new platform in DVD premieres by cre- 
ating movie series with pre-established 
brand awareness that have the look and 
feel of a theatrical release. 

At press time, Elman and partner Ileen 
Maisel were in New York meeting with Judy 
Blume and her son, the movie's director, 
Larry Blume, to finalize the script. If all goes 
well, Tiger Eye will be the first in a series of 
Judy Blume DVD movies for Tesco. 

Elman says the retailer isn't involved 
in the creative production at all, with 
the exception of requiring the films to 
be family-rated. He adds that Tesco's not 
aiming to replace studios or film compa- 
nies, but is looking to provide a point of 
difference for its customers. KC 
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New French- 


Canadian channel 
fills preschool gap 


new multimedia French-language 

brand, targeting both French 

Canadian kids ages two to six 
and their parents, just got off the ground 
at the start of the month. YOOPA, as it’s 
been dubbed, is part of TVA Group, the 
Montreal-based subsidiary of Quebecor 
Media that produces television, audio- 
visual products and magazine publica- 
tions largely for the Canadian province 
of Quebec. 

Rather than sticking solely to TV, 
YOOPA includes a kids specialty diginet, 
a parenting magazine of the same name 
and a website that hosts content for both 
kids and parents. (The site resulted from 
the merger and rebranding of existing 
online publications PetitMonde.ca and 
EspaceParents.ca.) 

Denis Dubois, TVAs specialty channel 
director, and Patricia Lavoie, director of 
original productions for the new channel, 
say YOOPA will fill what they see as a 
gap in specialty French-language pre- 
school programming in Quebec, which 
has a population of close to eight million. 
(At press time, final negotiations for car- 
riage were being ironed out.) 

“We're launching not only a channel, but 
a multiplatform brand,” says Dubois. “It's 
not a French Treehouse—it's a magazine 
platform, a TV platform, a web platform 
and eventually a mobile platform.” He adds 
that he hopes to expand carriage outside 
of Quebec to reach Francophone kids and 
families in other parts of Canada. 

At launch, the channel aired program- 
ming from 6 a.m. to 10 p.m., with as many 
first-time French broadcasts in Canada as 
Dubois could amass. Acquired series include 
Angelina Ballerina (HIT Entertainment), 


New net YOOPA is filling its schedule with acquired 
shows, such as HIT’s Angelina Ballerina 


Waybuloo (RDF/Decode Enterprises), Blues 
Clues (MTVNI), LazyTown (LazyTown) and 
Pororo (Iconix/Moonscoop). 

Additionally, several industry veterans 
have hopped over to the new venture 
to helm the brand. Lavoie, for her part, 
has written, directed and produced kids 
series including Sesame Street Canada. New 
director Marysol Charbonneau hails from 
established kidnet Vrak.TV, while Marie 
Rainville, who is taking the reins of the 
YOOPA magazine, was the former editor 
of EspaceParents.ca. 

Dubois and Lavoie say the channel 
will expand to a 24-hour schedule in the 
future and will work with independent 
producers on commissioning and creating 
original programming. In the meantime, 
the first in-house original live-action pup- 
pet production will begin airing on June 1. 
A second production is slated to debut in 
the fall, making for a total of 65 half hours 
of original programming in the first year 
of operation. 

Dubois says he hopes to eventually 
install YOOPA-branded kiosks in public 
places such as airports and shopping malls 
so that parents and kids could take a break 
together and watch the TV channel, or 
engage with the brand through computer 
monitors, books and toys. KC 


° 
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ith almost three months of air 
time under its belt, new cabsat 
net Nick Jr. France is building 
an audience with the country’s three- to 
seven-year-olds largely with programming 
drawn from the brand's original offerings. 

The ad-supported channel debuted 
on satellite platform CanalSat as part 
of its family package on January 26 and 
currently reaches three million house- 
holds through cable, satellite and IPTV. 
In comparison, sister net Nickelodeon 
France, which targets the seven to 14 
set, boasts 5.5 million French subscrib- 
ers via CanalSat's basic tier channels. 

The channel recently appointed 
Pierre Hergaut as director of program- 
ming for Nick and Nick Jr. Hergaut 
joined Nickelodeon from Orange TV 
and Canal+, where he worked specifi- 
cally on children's programming. 

Hergaut says so far Dora the Explorer, 
whose French iteration teaches English 
basics, is hands down the channel's most 
popular show. He adds that Nick staples 
Go, Diego, Go!, The Backyardigans and Ni 
Hao, Kai- Lan are also popular due to their 
exposure on various FTA channels in the 
region. Additionally, he expects soon- 
to-debut The Wonder Pets! (Little Airplane 
Productions), Olivia (Chorion) and Nick 
newcomer Team Umizoomi to hit it big with 
his growing audience. 

So for the time being, Nick con- 
tent will be what sets the channel apart 
from its main competitors, which include 
longtime French outlets Tiji, Piwi and 
Playhouse Disney. Hergaut says it's still 
too early to talk about original program- 
ming for Nick Jr. France and he won't 
be commissioning anything in 2010. In 
terms of local content that's working, he 


Profiles in 
programming 
strategy 


With a focus on English 
skills for French kids, 
Dora is tops so far on 
Nick Jr. France 


points to acquired French animated series 
Pablo the Little Red Fox (Millimages), which 
airs daily. 

Beyond relying on Nick's bread-and- 
butter hit properties, the channel has 
invested in picking up proven series like 
Postman Pat (Classic Media) and Pocoyo 
(ITV/Zinkia) to round out the schedule. 
In terms of future acquisitions, Hergaut 
says he's open to all types of formats and 
will look for programming that allows kids 
to learn through playful, interactive and 
stimulating concepts. 

Nick Jr. France has tailored the sked 
to fit with the local educational custom 
of schools granting kids Wednesdays 
off or scheduling a partial day's class- 
es. Thus it offers alternate program- 
ming on Wednesdays, Saturdays and 
Sundays. As for key dayparts, Hergaut 
says they are before school, lunch time 
and after school. 

As for cross-platform programming, 
the Nick Jr. website, as well as iPhone 
apps, are up and running, and some of the 
more popular series such as Dora and Go, 
Diego, Go! are available on iTunes France. 
Hergaut says his team has also created an 
exclusive Dora web-TV portal for broad- 
cast partner CanalSat, which includes a 
three-hour loop of the series that gets 
refreshed on a regular basis. KC 


Nickelodeon France > www.nickelodeon.fr 
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ith the new math left 
behind in wake of the 
global economic slow- 


down, a licensing category whose 


ad category Se 
its own set of 
hurdles, but the 
pay-off might just 
be worth it 


sales were down just 7% in 2009 
can be deemed one to watch. 
That's at least the case for the 
surprisingly resilient licensed 
food and beverage category in 
the US. Of course, on the kids 
entertainment side, food and bev- 
erage licensing is a bit trickier than other types to negotiate 
as the spectre of childhood obesity looms over the landscape. 
However, category sales generated an estimated US$12 billion 
at North American retail last year, and with that much money 
coming, IP owners are delving deeper into the space to shore up 


their bottom lines. 


Working your way in 

Those entering the food and beverage category are bound to 
encounter many hurdles unique to the sector, and IP owners 
have recently been turning to specialty shops focused solely on 
the category. In fact, New York-based CopCorp Licensing just 
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VOD HNGENSING 


contracted IMC Licensing, a Louisville, Kentucky-based firm that 
concentrates on food licensing, to help IP like It's Happy Bunny 
and Ringling Bros. make more headway in the realm. 

“It's a unique category unto itself," says Cara Bernosky, presi- 
dent and co-founder of IMC Licensing. “We started talking to 
Carole [Postal, president of CopCorp.] and discussing how we 
could achieve success in some new categories.” So far IMC's work- 
ing on snack food and beverage deals for It's Happy Bunny that 
should appeal to its core tween/teen demo, and a natural fit for 
Ringling Bros. would be foods that evoke the feeling of the circus 
like popcorn and peanuts. 

“The combined strength with IMC will help us pursue more 
and different opportunities than either agency might otherwise 
be given,” says Postal. "IMC has spent years establishing great 
contacts and expertise in the food and beverage area.” And in 
saying that, she hits upon one of the major stumbling blocks IP 
owners, particularly medium- to small-sized ones, face when 
they are looking to break into the specialized area—access to the 
decision-makers. 

The bigger food companies don't do a lot of licensing and pro- 
motions,” says Holly Rawlinson, president of L.A.-based licensing 
agency The Name Game. Throughout her career, Rawlinson has 
worked on a variety of food deals, including helping to develop 
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Pokémon co-branded Kraft Marconi and Cheese, but she 
says getting to know the inbound licensing execs at the 
food manufacturers is difficult. “You don't see them at 
events, you don't have the contacts,” she says. “Frankly, 
some of these companies might not even have a licens- 
ing person. So I think you might use an agency to cut 
through that clutter.” 
Stu Seltzer, a partner at New York-based Marketing 
On Demand, works on both sides of licensing deals, 
including inbound licensing for mega-manufacturer 
Unilever. He agrees that getting to speak to the right 
people is reason enough to look for a speciality licensing 
shop. “It's who has the relationship with people working 
in the industry,” he says. “If you work with the big com- 
panies, you just have to understand their processes.” 
The issue of access becomes paramount when you 
also take into consideration the consolidation of the 
food manufacturing that's occurred over the past few 


+ cereal 


grain 00 years. Essentially US grocery store shelves are domi- 


with o taste nated by an ever-shrinking number of companies, 
_ such as Kraft, Unilever, Heinz, Nestle and Kellogg's. 
With so few players, it is that much more important 


to have access. 


Scholastic’s Clifford got into the the organic food arena 
early via a deal with General Mills brand Cascadian Farms 
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No.1 UK new pre-school 
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Deal structure 

Another aspect where experience and contacts come into play is 
in understanding the nuts-and-bolts of food and beverage licens- 
ing agreements. The first thing worth noting is that royalty rates 
are lower in this category and the deal term is going to be longer 
than that prescribed in standard deals done for other categories, 
such as apparel. 

“It does vary,” says Bernosky. “But depending on product cat- 
egory and margin, you are looking at royalty rates of between 4% 
and 8%." She adds the lower rate is mitigated somewhat by the 
expected high volume. The rate is also set subject to whether or 
not specific ingredients are required to make the product and if 
fees for promotion and advertising are attached. 

A full licensed food deal is also going to have a term of between 
two and three years. “When a company invests that type of 
money to change out its packaging, it wants to monetize it,” says 
Rawlinson. “It's not a quick in-and-out, it takes time to develop.” 
And the long-term nature of the agreement is the primary reason 
the most successful kids food licenses at the moment, including 
SpongeBob SquarePants and Dora the Explorer products, are 
brands that have a decade or more of equity behind them. In short, 
the food aisle is not the domain for the fledgling or the fad IP. 

Another unique aspect of the deal is what is known in the indus- 
try as slotting fees—essentially the price paid to put a SKU on store 
shelves that can affect royalty rates and even net licensing income, if 
you don't know what to watch out for when signing a contract. 


“At a small regional grocer with a couple stores, you could be 
looking at US$10,000 for a SKU, but with a large chain that could 
rise to US$250,000 per product," says Bernosky. The fees also 
restrain flexibility in terms of adding SKUs to an already existing 
line. “You have to be aware of that process,” Seltzer says. “You 
can't just say, ‘Let's add another SKU’, because it might cost you 
an additional US$600,000 up front." 

The manufacturer usually bears the cost of the fees, but certain 
contracts can call for them to be subtracted from royalty rates. 

“A licensor has to play close attention to definition of net 
sales,” Bernosky told a recent LIMA-sponsored webinar on 
the topic. "If it's defined as slot fees minus the net sales, it will 
really eat up revenue.” 


Treading lightly 

You won't want to enter the food and beverage category without 
noting prevailing trends in health and wellness. All interested par- 
ties agree that concerns surrounding childhood obesity in the US 
are very real and that parents—and therefore licensors, licensees, 
sub-licensors and retailers—are tuned into the issue. 

Scholastic Media, for one, has been blazing the trail when it 
comes to healthy food licensing with its stalwart IP Clifford. “We 
did it ourselves,” says Leslye Schaefer, SVP of consumer products 
and marketing, referring to Clifford's healthful food licensing deal 
in the much sought-after cereal category. The company previ- 

“Food licensing” continued on page 58 
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Giving a twist to 
classic fairytales. 


oronto-based toyco Spin Master looked to the sky for inspi- 

ration on its new building compound product that debuted 
at Toy Fair in New York in February. Taking its Moon Sand line 
further, the toyco has developed Moon Dough. Whereas Moon 
Sand was designed for preschoolers to craft objects and then sub- 
sequently destroy them, Moon Dough is a sturdier compound that 
encourages a “make and play” play pattern, and it might just revo- 
lutionize the building compound category currently dominated by 
Hasbro standby Play-Doh. 

The environmentally sound product is looking to stir up a 
segment of the arts & crafts supercategory that has withstood 
the downward pressure on profitability and price-point over the 
last 12 months. According to Port Washington, New York-based 
researcher The NPD Group, the clay/dough sub-category yielded 
US$231 million in US retail sales in the US in 2009, representing 
a 1% bump in a tough climate. While the number-crunchers don't 
release individual brand results, it's recognized that 53-year-old 
Play-Doh currently owns the space. And looking squarely at the 
iconic building toy, Spin Master developed a product it feels answers 
the major criticism of the toyco's chief competitor in the space. 

“It has no water in it, so it will never, ever dry out,” says Mark 
Sullivan, EVP of marketing at Spin Master. “It's incredibly light 
and it molds like magic.” In fact, the marshmallow-like compound 


is dry to the touch and won't stick to car- 
pets or furniture. As well, Moon Dough 
is being sold in playsets that come with 
molding tools to give its core audi- 


“Because Moon Dough Cd 
doesn't droop or dry out, you 
can make things with incredible detail and 


ence, preschoolers, the ability 
to sculpt detailed figures. 


ot 


actually play with them,” says Sullivan. 


As a water-free compound, 
Moon Dough won't ever 
dry out and doesn’t stick to 
carpets and furniture 


The dough comes in eight different col- 
ors, including red, orange and pink, and 
will retail for US$2.99 for a 1.5-ounce 
tin up to US$19.99 for an entire playset 
that comes with three tins of dough and tools. So far, playsets fea- 
turing a barnyard, a burger shop, a doghouse and a pizza shop are 
planned to rollout with the other products this fall. 

Looking past year one, Sullivan says Moon Dough certainly 
has potential to work as a licensed product, which Spin Master will 
measure once the tins of compound start hitting mass-market retail. 
“Typically licenses don't come 
until the second year or third 
year,” he says. GR 


Spin Master > www.spinmaster.com 
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Chapman lines up 
two more promising 


preschool properties 


reg Lynn, EVP of London-based Chapman Entertainment, 
has had considerable success with UK preschool hits Fifi 
and the Flowertots and Roary the Racing Car over the last five 
years, but it doesn't mean he was looking for more of the same. 

“Put it this way, we didn't sit down after Fifi and Roary and say 
the next two shows have to be preschool,” says Lynn. “But they 
just had quality written all over them.” 

To start, the two IPs set to follow Fifi and Roary's path into 
full-throttle merchandising and licensing programs each have 
plum broadcast berths on CBeebies’ 2011 lineup. First up is 
Charley Bear, a 52 x seven-minute CGI series hatched by UK- 
based Annex that started out as a full-length CGI movie and 
features the titular clever caniform and a yet-to-be announced 
celebrity narrator. 

“Charley Bear is a physical character like Charlie Chaplin and 
Abbot and Costello rolled into one,” says Lynn. “He's a lovable 
and attitudinal bear.” As such, plush will obviously be one of the 
driving categories for the merch push, but it won't be limited to 
a traditional teddy bear program. The series includes a number 
of appealing secondary characters, including a robot, cow, bal- 
lerina and penguin, and the action is driven by Charley's limitless 
imagination, opening up numerous possibilities for playset and 
merchandise themes. 

To get things moving, Chapman has tapped UK-based 
Vivid Imagination as its licensee in the key master toy category. 
Vivid intends to produce plush, playsets, role-play toys, arts 
& crafts products, puzzles and games, covering a broad range 
of price-points for distribution in the UK, France, Benelux and 
Germany. The company also has global manufacturing rights, 
excluding the US, with products slated for UK mass retail in 
late 2011. Lynn and Chapman are currently focused on find- 

ing partners to round out the initial product 
launch, including publishing, home video 


and apparel throughout the year. 
Next up is Rab Rab The Noisy 

Lion, which Chapman picked up 

from UK prodco Mackinnon & 


Saunders last year. 


Chapman wasn't looking 
for more preschool, 

but Rah Rah the Noisy 
Lion (right) and Charley 
Bear (below left) proved 
to appealing to pass up. 


—— % — - 


“We thought it was an absolute must,” says Lynn of the 
series. It features young lion Rah Rah as the leader of a noisy 
group of jungle dwellers who communicate through non-ver- 
bal sound and focuses on the themes of communication and 
self-expression. 

The 52 x 10-minute stop animation series will bow on 
CBeebies in summer 2011, and six months or so later products 
will be headed for mass retail in the UK. 

The initial master toy deal has already been inked with 
Tomy. The five-year contract gives the UK-based company 
distribution rights in the UK, France, Benelux and Germany, 
and global manufacturing rights, excluding the US, for plush, 
arts & craft and infant preschool products, including figurines, 
playsets and soft toys. 

“We are going to look deep and hard into its commerciality, 
particularly plush and playsets,” says Lynn. “There are lots of dif- 
ferent environments within the series to consider and explore." 
With an eye towards a mass-market program, Lynn says he is 
contemplating partnerships for the property in a variety of dif- 
ferent categories, such as DVD, publishing and apparel, to round 

out the initial product push. 
As with the Fifi and Roary programs, Rah Rah will 
launch in the UK and then move into other English- 
speaking territories, followed by non-English speak- 
ing ones, over the next three or so years. GR 
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Preschoolers know their brands 


arketing researchers have long-held 
the belief that preschoolers have little, 
if any, understanding of what defines 
a brand. And the theory's been backed up by a 
body of research that concludes kids ages three 
to five do not yet have the cognitive skills neces- 
sary to associate a logo or character, for example, 
with an actual product. However, a new two-part 
study published last month by researchers at 
the University of Wisconsin and the University 
of Michigan in academic journal Psychology & 
Marketing begs to differ. 

The controlled study Children’s Brand Sym- 
bolism Understanding: Links to Theory of Mind 
and Executive Functioning details how pre- 
schoolers, in fact, do recognize and understand 
mainstream logos like those belonging to Lego, 
Coca-Cola and McDonald's. 

To start, 38 preschoolers were shown 
several corporate logos and asked ques- 
ions such as “Have you seen this before?” 
and “What types of things do they make?” 
Recognition rates were as high as 92% for 
he highest-profile entities of the 50 brands 
ested across 16 product categories. 

The most recognized brands fast food 
purveyors. McDonald's led the category, while 
Pizza Hut and Burger King ranked close behind. 
Other commonly recognized brands were in 


LEGO 


OePsi 


The recent University of Michigan/University of Wisconsin study shows three to fives are aware of what 
brands they're consuming, placing notable names like Lego and Pepsi at the top of their fun lists 


the soft drink category, including Coca-Cola and 
Pepsi, and in the toy world, Lego and Bratz. 
The second part of the study, designed to 
measure recognition and cognizance of brand 
equity, tested another set of 42 preschoolers. 
Each child was tasked with placing smaller 
cards with pictures on them into a collage that 
featured the brand's logo. For example, on a 
board with a McDonald’s logo the children 
were instructed to place smaller pictures of 
products (hamburgers, fries) on top of the logo 
that corresponded with the product offering. 
The test found that the children were much 
more likely to have developed the knowledge 
of brands that target them as consumers. 
“Before this study, research suggested that 


brand symbolism does not develop until age 
seven or eight,” says University of Michigan Kine- 
siology Sport Marketing Professor and co-author 
of the study, Bettina Cornwell. “Results in both 
segments of the study clearly show this can hap- 
pen much earlier than grade school” University 
of Wisconsin co-author Anna McAlister, Ph.D., 
adds, “This study showed us some preschool 
children really do understand the difference be- 
tween brands like Coke and Pepsi’ 

The study also showed children positively 
associate with brands that aim to get their at- 
tention. The data indicated, for example, that 
the subjects tended to see fast food as “fun, 
exciting and tasty” and soft drinks as fun “be- 
cause they are fizzy:’ GR 


“Food licensing” continued from page 54 


ously had that all-important relationship with breakfast food giant 
General Mills, which taught Schaefer's team the proper way to 
navigate the space. 

Clifford Crunch organic cereal, which first went to market 
in 2005, is the result of a license deal between Scholastic and 
Cascadian Farms, a subsidiary of General Mills. It's soon to be 
joined by Hero-brand vitamins, set to land at specialty US food 
and drug retailers in July. The deal, which puts the iconic big 
red dog on bottles of vitamins, is a good example of brand and 
manufacturer seeing mutual benefits in a competitive environ- 
ment. “Hero saw in us an opportunity to extend distribution, and 
we saw in them a way to be associated with healthy products,” 
says Schaefer. 

Rawlinson says that while she agrees that the healthy trend is 
a real factor for the sector, she is not sure that placing a regular 
license on healthy snacks is going to prove ultimately successful. 
“Twas just at Natural Products Expo West,” she says, describing 
the annual conference held in Anaheim, California. “I didn't see 
any licensing at all there except Clifford." 
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Rawlinson posits are moms who shop in the organic food 
aisle are hesitant to pick up licensed products at all, whether or 
not they are classified as healthy. “I think a lot of the consumers 
of natural foods are moms that don't necessarily want food that 
is licensed,” she says. “Having a licensed character is not part of 
what is motivating them to buy; it's about health.” 

Seltzer, who points to success of the two-year-old deal 
between Safeway and Warner Bros. that placed Looney Tunes 
characters on a variety of its Eating Right house-branded prod- 
ucts, says that the success can be had, but long-term is the only 
way to think about it. 

“When you see a character in the supermarket, moms 
think ‘junk food,’ and rightfully so,” says Seltzer. “In the last 
20 years, it has all been junk food,” he adds. “But whether 
it's SpongeBob or 


Looney Tunes, 
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Lucas Licensing locks in on kid demo 


fter playing a major role in evolving 

the modern licensing industry, Lucas 

Licensing's greatest challenge remains 
keeping its 33-year-old Star Wars IP fresh and 
relevant in the minds of young audiences, not 
just the fanboys who grew up with the saga. 

By all accounts, the division of privately 
held Lucasfilm is still a top entertainment 
licensor, with resulting Star Wars products gen- 
erating an estimated US$8 billion in retail sales 
worldwide to date, including more than US$1 
billion in recession-hampered 2009. Lucas's 
latest franchise, Star Wars: The Clone Wars 
spawned a TV series entering its third year on 
Cartoon Network US and it’s now the lynchpin 
of the company’s kid-targeted strategy. 

“In 2010 we are pulling new action figures 
from Clone Wars and from our extended 
universe from publishing,” says Paul Southern, 
senior director of domestic licensing and mar- 
keting at Lucas Licensing. “The grand-daddy 
of all role-playing toys is the lightsaber, and 
we'll be innovating that with a new Grievous 
Lightsaber from [master toy licensee] Hasbro.” 
The new saber slices into retail in August. 

Additionally, rumors have been circulat- 
ing about the possible entry of the Star Wars 
universe into the older-preschool demo, com- 
plete with a new TV series codenamed “The 


success of video games like Rock Band and Guitar Hero, 
New York-based WowWee owned the musical hype at this past 


Toy Fair with its new Paper Jamz line. 


What look like paper cut-outs of a guitar, drum kit and 
amp have surprising functionality. The guitar, for example, 
weighs eight ounces, is less than 1.25 inches thick, and is 
powered by new Active Graphics Technology that allows 
users to strum it like a real guitar. The sound it produces 
is essentially indistinguishable from that of the genuine 


article. 


hile many toycos have taken notice of the runaway 


The guitar and drums can be played freestyle or users can 
turn to pre-programmed songs selected from a variety of 
genres, including rock hits like “Sweet Home Alabama,” 
“Born to Be Wild" and “Smoke on the Water." There 
are six different Paper Jamz guitars, each pre-loaded 
with three separate radio hits. The drum kit comes 
with the same songs, so sets can be played together 
to achieve a “full band" feel. Additionally, WowWee 


Star Wars: The Clone Wars has helped Lucas Licensing keep the evergreen franchise ripe for new deals 


Squishies,” and a preschool-centric toy line. 
(Lucas says one of its animation projects in 
development is intended for a younger audi- 
ence, but wouldn't divulge further details on 
the basis that the concept was in very early 
stages.) 

However, in terms of making further 
inroads with a core kid audience, the brand is 
finding a home in some untapped areas. For 
example, there's a new line of science-based 
products stemming from a partnership with 
educational toyco Uncle Milton. 

“It's a fresh way to offer something to kids 
and their parents,” says Southern, referring to 
the line that includes Clone Wars-branded ant 
farms and Holographic Animation Lab, which 
enables kids to use pre-printed or original 
drawings to generate an animation effect and 


will be available this fall. As for other catego- 
ries on Lucas's radar, Southern would only say 
it's always looking to broaden its appeal. 

And to make Star Wars a multi-gen- 
erational affair, Lucas is holding a fan event 
August 12 to 15 in family-friendly Orlando, 
Florida. Star Wars Celebration V, produced 
by Reed Exhibition’s PopGroup, intends to 
feature a slew of entertainment, includ- 
ing meet and greets, music, screenings, 
celebrity guests and exhibitors including 
kid-centric Lego. “We have hosted it in other 
cities before, but this is a family-oriented 
moment for Star Wars so that's why we 
chose Orlando,” says Southern. GR 


www.lucasfilm.com 


: WowWee rocks on with paper-thin guitar tech 


plans to introduce different series of the instruments, while retiring 
others, in an effort to foster collectibility. 
The line, which is aimed at kids ages eight and up, also has 


wallet-friendly price-points. The guitar and drum set have an 


SRP of US$24.99 each, and the accompanying amp will retail for 
US$14.99. “For US$65 you can essentially have a full band," says 
Marc Rosenberg, chief marketing officer at WowWee. 

Wide US retail distribution is in the cards, and Toys 'R’ Us, 
Walmart and Target have placed orders for a summer product 
rollout. A full marketing blitz should get underway in the latter 


part of the year, with major TV and radio buys, as well as in-store 


and live events. 


says. 


and 


prices.” 


GR 


innovative product 
competitive 


As for inbound and outbound licensing, Rosenberg believes 
WowWee will be exploring a variety of opportunities in the next 
year. "We are definitely talking to a lot of different groups,” he 
“There is a lot of potential; it's limitless because we have 
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hether exploring TV shows, online content, or real-life 

situations, its challenging to pinpoint what kids and 

teens universally find funny because humor is largely 
shaped by individual taste. What appears to be a laugh riot for 
one person may leave another in stunned silence. So rather than 
attempt to dive into the rationale behind an individual's sense 
of humor, we took a step back to explore different categories of 
humor, defined by kids and teens ages eight to 17, and the role 
media platforms play from both a kid and teen perspective. Finally, 
we talked to parents in an effort to understand what they find 
funny for themselves and for their families. 

Boys and girls of all ages understand that there are different 
types of humor. While terms such as “stupid,” “gross” and “embar- 
rassing’ were collectively used to describe what they found funny, 
kids and teens added several varieties of their own, with “random,” 
“hysterical” and “weird" making their lists. 

Boys and girls of all ages agree that girls have smarter and more 
subtle senses of humor. Boys also find girls to be more sarcastic; 
they tend to believe that because "girls are smarter than boys,” 
females respond more positively to complex, situational humor. 
This type of humor only works for boys when they understand it; if 
they don't, the humor doesn't translate. As one 16-year-old girl put 
it, “Guys want stuff that's more in your face. | like sneaky jokes that 
you have to think about—those just go over boys’ heads.” 

Almost all kids and teens agree that boys gravitate to content 
or situations that are “gross” or “disgusting.” This can include 
anything from bathroom humor to violence, such as the "Oh my 
God, they killed Kenny” gag from South Park. In our study, girls 
often mentioned that boys find “stupid” things funnier than girls. 
While “gross” and “stupid” humor are perceived to skew towards 
boys, girls don't reject them entirely. In fact, there wasn’t one type 
of humor categorically rejected by boys or girls. So as long as the 
content is gender-relevant, understandable and age-appropriate, all 
types of humor can appeal to everyone. 
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According to kids and teens interviewed, the type of humor 
they share with their family depends on the individual's family 
unit. For example, tween and teen boys oftentimes feel they can 
share “dirtier” humor (i.e. sexual innuendo, bathroom jokes) with 
their fathers, but can't “go there with mom.” However, it doesn't 
apply to all boys, as we heard some include mom in on the jokes. 
Additionally, some girls participate in this type of humor with 
mom and dad. 

From parents’ perspectives, “silly” humor serves as the most com- 
mon unifier for families. Displays of “physical” and “embarrassing” 
humor, found in shows like America’s Funniest Home Videos and American 
Idol auditions, are co-viewing comedy staples in the home, too. 
Parents also have nostalgic feeling and fondness for the perform- 
ers and content they grew up with, such as The Mary Tyler Moore 
Show, Bill Cosby and the Three Stooges. Because parents feel so 
connected to performers and shows from their childhoods, they're 
often looking for content that resembles the comedy they grew up 
with. As a result, parents are sometimes harsh critics when it comes 
to evaluating today’s TV and film offerings. For example, parents 
of teen girls remarked, “Humor was more slapstick when we were 
younger. Now it's about the words, It feels more rehearsed.” © 


We will continue this exploration of humor among kids, teens and parents in part 
two of our Humor Report in next month’s Kaleidoscope. For more information, 
contact Kaleidoscope@nick.com 


(Source: Nickelodeon Kids and Family Research, February, 2010, Qualitative 
Sample Size: N = 50 kids, 20 = parents) 


In an effort to keep you in touch with our audience and give a voice to our 
consumers, the Brand and Consumer Insights Department at Nickelodeon Kids 
& Family has created Nickelodeon Kaleidoscope. Every month, Kaleidoscope will 
capture key areas of interest across the kid and family cultural landscape, provide 
an understanding of attitudes and behaviors, and report on trends and buzz. 
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hat if it were possible to cut rendering time down 


JNNS\ RSLS 


to, well, nothing? It may not be a pipe dream after 

all. Manchester, UK-based TT Animation, as it 
turns out, has found a way to slash what would normally take 
14 minutes to animate down to a mere six seconds using video 
game technology. 

It all started when creative director Chris Dicker left parentco 
TT Games to work on developing TV series. He teamed up 
with Jocelyn Stevenson, co-creator of Fraggle Rock and former 
chief creative officer at HIT Entertainment, and the pair began 
fleshing out the idea for a kid-targeted, mixed-media news show 
that eventually became What's Your News?. The series is hosted 
by Grant the Ant and Antony the Anteater, featuring news and 
interviews about what matters most to preschoolers—stories 
about things like a child playing the piano with both hands for 
the first time, or another losing a sock, for example. 

Dicker returned to TT in 2007 and brought Stevenson with 
him. They entered into conversations with TT Games founder 
John Burton and created subsidiary TT Animation, eventually 
deciding to take a stab at rendering WYN? through the com- 
pany’s proprietary game engine, testing it against a commercial 
rendering software. 

So TT's game engine, which has been humming along and 
producing fun and quirky game hits over the years, was put to 
the ultimate test. It took some time for the programmers to get 
up to speed in using it to create something other than video 
games, but when the ball got rolling, the team couldn't believe 


NTERAC 


Using its proprietary video game 
engine, TT Animation made CGI 
a snap for What's Your News? 
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how much of a time (and cost) saver it turned out to be. A single 
frame containing millions of strands of Antony's fur that would 
have taken longer than 10 minutes to render, quite literally took 
seconds using the game engine. 

The partnership between a video game company and a pro- 
duction company is an interesting one, as Dicker notes. It's about 
sharing resources as opposed to sharing IP. “It's literally about 
sharing technology, which is more important to us,” he says. “It 
frees us up to let our imaginations run wild.” 

WYN? debuted on Nick Jr. UK in January 2009, and the 
series caught the attention of Canadian pubcaster CBC, which 
now airs a localized version featuring between 60% and 75% 
new content, thanks to a co-venture with Toronto's Lenz 
Entertainment. (Lenz retains the worldwide distribution rights, 
and discussions for a second season with CBC are underway.) 

Of course, the natural question remains whether TT Games 
will eventually create a game based on the series. Aside from forth- 
coming website plans, WYN? North American producer Lawrence 
Mirkin says that's a definite possibility down the road. 

In the meantime, Dicker says he and Stevenson have two 
other kid-targeted series in the works that will also be utiliz- 
ing TTG's game engine. And given the technological advances 
made since the conception of WYN? two years ago, the engine's 
capabilities are now much 
more robust. 


www.lenzent.com 
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(A) The France Télévisions team hunkers down for a day of meetings (B) TRU Chairman and CEO Gerald Storch (left) maps the way to shelf space with 
Corus Kids’ Doug Murphy (right) (€) Pesky’s Claire Underwood and David Hodgson enjoy a bevvie at our Kick-Off Cocktail (D) Millimages’ Jonathan 
Peel and Sara Han-Williams from Pixtrend seal the deal with a kiss (E) From left: France Télévisions’ Julien Borde, Nick International's Nina Hahn and 
Disney's Eric Coleman (F) Heavy pitching kept the Lounge busy for the duration (G) Brilliant keynote speaker Sir Ken Robinson inspires us all to find our 
passion (H) CBBC's Kay Benbow at the BBC Worldwide lunch (I) Comedy Central's Gerry Dee kept the crowd roaring at the KidScreen Awards 
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(J) DO's Tapaas Chakravarti is all smiles after signing a deal with Al Jazeera's Yasser Elsahn (K) Celebrating the inaugural KidScreen Awards with 
comedian Gerry Dee, Taylor-Drew’s Nigel Taylor and KidScreen’s Jocelyn Christie, lan Lambur and Russell Goldstein (L) The ever-charming and gracious 
Deirdre Brennan from Nick Australia (Ml) Imira’s Christophe Goldberger (middle) and Sergi Reitg (right) (N) Nerd Corps Entertainment's Chuck Johnson 
(left) and Ken Faier (middle) picking up a KidScreen Award for League of Super Evil (O) Panelists on “Casting Call” talk talent-recruiting (P) David 
Freeman dissects Pixar's emotional genius (Q) One-on-one connections in the making at Speed Networking 
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Toronto's ToonBox Entertainment is ready for the 
emergence of 3-D TV with its first stereoscopic 
animated series, Bolts and Blip 


frontier 


3-D films landed with a box-office bang in 2009 

and the tech is now poised to hit the small screen 
as forward-looking kids producers line up to help 
lead the charge by gary rusak 


held in January in Las Vegas, heralded the arrival of 3-D TVs to retailers and 

living rooms towards the end of this year. In fact, El Segundo, California-based 
iSuppli, a consumer electronics researcher, estimates that roughly 4.2 million 3-D 
capable TVs that require viewers to wear compatable glasses, with an average price 
of US$1,700, will find their way into US homes by the end of this year. The number 
is tiny compared to the country’s install base of regular TV sets. However, iSuppli is 
predicting that number is going to shoot up to 78 million by 2015, with market pres- 
sures cutting the unit price tag in half. 

To be sure, the buzz surrounding the resurgence of 3-D at movie theaters 
around the globe reached its peak just after James Cameron's opus Avatar 
opened to boffo box office returns last December. Now that the film is poised to 
enter the home entertainment market on Blu-ray DVD this month (with smash 
3-D hit Alice in Wonderland not far behind) and with a few trendsetting broad- 
casters readying the launch of 3-D TV networks, the race to create 3-D content 
specifically for TV is on. 

As with the early days of HD, there is a group of kids TV producers forging into the 
unknown of creating content in stereoscopic 3-D for the small screen. So we're going to 
peel back the Wizard's curtain of 3-D hype and reveal a few truths about the mechanics 
of this new form of production, the distribution hurdles and the immediate costs associ- 
ated with being a forerunner in this new dimension. 


Aw: stream of stories emanating from the Consumer Electronics Show, 
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The Avatar effect 

The “new 3-D", as it's now known, is not based 
on the same anaglyph technology that brought 
the world those iconic blue-and-red glasses. 
Embraced by movie-goers in the 1950s, ana- 
glyph 3-D offsets two superimposed images 
made from two color layers to produce the 
illusion of depth on a two-dimensional screen. 
Recently utilized during the Michael Jackson 
tribute performed at the Grammy ceremony 
held in February, it's about as outdated as 
hardcopies of the Encyclopedia Britannica and 
rotary telephones. 

“Anaglyph is a four-letter word now,” says 
3-D pioneer Jonathan Dern, co-founder of 
LA-based SD Entertainment, an award-win- 
ning production company specializing in 
filming live events in 3-D. “Everything is real 
stereoscopic now:’ 

Thom Chapman, director of sales and 
marketing for Toronto, Canada-based Toon- 
Box Entertainment, which is currently in 
production on fully stereoscopic animated 
series Bolts and Blip, agrees. “It's the dif- 
ference between getting a signal on your 
old rabbit ears and fully digital HD,” he says. 
“It’s that big a change.” 

Technically, the difference between ana- 
glyph and stereoscopic 3-D is that the former 
uses color to create the illusion of depth and 
the latter employs two separate images, each 
designed for viewing via a single eye at a rate 
of 60 frames a second, not the standard 30 
frames. The result is the creation of depth and 
what can most accurately be described as a full 
immersive effect. 

While DreamWorks and Disney entered 
the fray with Monsters vs. Aliens and Up, 
repectively, in the first half of 2009, the real 
coming-out party for stereoscopic 3-D is 
undoubtedly Cameron’s Avatar. 

At press time, the film had made more 
than US$2.5 billion worldwide, ranking as 
the highest-grossing single film of all time. 
And creatives toiling in the new space are 
more than generous with their praise and 
reverence director Cameron's technical 
achievement. 

“| had the feeling that | was living a historic 
moment when | saw it,” says Sergi Reitg, CEO 
of Barcelona, Spain's Imira Entertainment. 
Reitg’s company is currently in development 
on two fully stereoscopic animated series. 
“Simply, there is a time before and a time after 
Avatar," he says. 
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The introduction of 3-D trendsetter Avatar to the home 
entertainment market should help goose sales of 3-D TVs 


And Reitg is not alone in seeing Avatar as 
ushering in a new era in film and ranking with 
Gone With the Wind and Al Jolson's Jazz Singer 
as both a technological and cultural milestone. 

“He created the grammar of stereoscopic 
action,” says Aton Soumache, CEO of Paris- 
based Method Animation, which has just gone 
into production on 3-D stereoscopic series The 
Little Prince. “After Avatar everybody—produc- 
ers and broadcasters—is looking at 3-D in a 
serious way.’ 

Chapman argues the film proved to be 
a defining moment for 3-D production. “The 
industry took a wait-and-see approach,” he 
says. “But with Avatar's success, no one can 
really sit on the fence anymore.’ 


Leap of faith 
As is the case for a number of different tech- 
nologies and entertainment innovations, it's 
content producers who are assuming the initial 
risk and leading the way. Producers, in fact, are 
often tasked with looking into the future and 
trying to fill a need for platforms that might 
not yet exist. Broadcasters, on the other hand, 
are more apt to follow suit once conditions 
for technological innovation have been estab- 
ished—why spend the money to buy content 
before there’s an audience in place? 
It's not that broadcasters aren't cognizant 
of the looming tech. Steve Grieder, SVP of 
ickelodeon and program sales at MTV Net- 
works International, for one, says Nickelodeon 
is committed to developing breakthrough cre- 
ative across all mediums and technologies. 
“We're absolutely working on plans to enter 
the 3-D space shortly,” he adds. Similarly, when 
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contacted, Cartoon Network said it was looking 
at providing 3-D services in the future. 


However, broadcasters who've made 
official public declarations to enter the 3-D 
realm remain vague when it comes to provid- 
ing details. For example, Sky Channel (UK), 
Canal+ and Orange TV (France), Japan’s NHK 
and a Disney/Sony/Discovery Channel JV have 
all committed to broadcasting 3-D content (pri- 
marily based on live events at this point), but 
no set plans have been unveiled. 

So, while broadcasters are starting to get 
active in the space, they aren't exactly eager to 
commission content, and it's in this environ- 
ment that producers find themselves taking 
the initiative to create 3-D TV series because 
they believe it's where the market is going, not 
necessarily knowing when it will materialize. 
They found themselves in a comparable spot 
a few years ago when they moved to full HD 


provided by stereoscopic production than their 
adult counterparts. 

“Action and preschool look like the best 
choices,” says Carlos Biern, EVP of co-produc- 
tions and worldwide distribution for Madrid, 
Spain-based BRB Internacional, which is cur- 
rently producing a 3-D version of Zookaboo, a 
preschooltargeted series slated for broadcast 
this fall on Televisio de Catlunya. 

“Animation is relatively easier to render in 
two cameras,” agrees Alexander Lentjes, a lead- 
ing stereoscopic consultant for Bristol, UK-based 
3-D Revolution Productions. He points out that 
itis easier and less expensive to create 3-D ani- 
mation than live-action 3-D programming, and 
the most impressive effects are better suited to 
an animated universe. He insists that “anima- 
tion will be the sandbox for 3-D in the home’ 

The use of vibrant colors and imaginative 
settings typically found in children’s animated 


Moonscoop is producing 
Wild Grinders in CGI, but 
plans to drum up some 
noise for the new series 
with a 3-D theater-ready 
preview trailer 


production, long before broadcasters started 
demanding it. 

“We have been doing HD for six or seven 
years, and there are still broadcasters who do 
not ask for an HD delivery,” says Bill Schultz, co- 
CEO of Moonsoop Entertainment, working out 
of its LA. office. Schultz, like many producers, is 
preparing for 3-D in advance of having landed 
a specific 3-D deal. “In the US, especially in the 
kids space, what we are seeing is producers 
trying to get out in front of this.” 


Kids and animation 

Many producers are putting kids TV and ani- 
mation at the forefront of 3-D production. 
Technically, animation is well suited to creat- 
ing the impressive, eye-popping effects 3-D 
has become known for. It's also believed kids 
will be more receptive to the extra dimension 


series seemingly provide the perfect conditions 
to explore the power of the new tech. 


The nuts and bolts of the new 3-D 
Those looking to take the initial dip into the 
3-D pool should be aware that it takes more 
production time and a larger budget than a 
standard CGI animated affair, costing between 
20% and 30% more to create content in 
true stereoscopic 3-D. Added to that estimate 
should be the initial outlay for 3-D-ready equip- 
ment, such as monitors that can properly play- 
back 3-D footage. All tolled, it's reasonable to 
expect a first-time budget to ring in at 150% of 
that of a similar CGl-animated series. 

Full stereoscopic 3-D is produced in 
“two passes,” either shooting or animating 
material separately for each eye that will 
run at 60 frames per second instead of the 
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standard 30 frames required by HD. The 
extra renders obviously take more time, and 
then there is the added expense of find- 
ing and hiring a well-trained technician who 
knows the ins and outs of creating proper 3-D 
experiences, from the storyboard process right 
though to production. 

“t's not easy,” says SD’s Jonathan Dern. “You 
are producing for both eyes and it's extremely 
important that it's precise” Imira’s Reitg agrees, 
noting even 3-D preproduction requires much 
more time and more investment than regular 
CGI. “You need to build the environment first 
and then set your action in it” 

Reitg goes on to stress the importance of 
the setting for any 3-D production, saying that 
the environment itself comes alive thanks to 
the new technology. 

After making that initial investment in 3-D 
equipment, producers incur a lot of expense 
during the planning process, says Chapman. 
“You certainly have to think about the environ- 
ments differently,” he says. “You need to plan 
and have a really competent technical director 
who will walk you through your steps.’ 

Some tips the producers we interviewed 
offer on entering this nascent area relate to 
minor details that the inexperienced might just 
overlook. “For example, we have found that 
certain color schemes don't work,” says Chap- 
man. “White and yellow don’t work well for 
some reason. These are the things you learn 
by doing it. And that is why you have to count 
on more planning” 
However, testing things out via short-form 
animation isn't really an option at this point, 
either. Because of the higher budgets, Reitg, for 
one, says it just doesn’t make sense to produce 
short formats. “You have to invest a lot into it 
and the preproduction would be almost the 
same for five minutes or five hours, so | don’t 
see the point,” he contends. 

Indeed, most producers in this space are 
pursuing the standard half-hour series format, 
including two untitled projects in develop- 
ment that Imira is hoping to unveil at Cartoon 
Forum in 2011. A CGI version of ToonBox 
Entertainment's Bolts and Blip, meanwhile, will 
be delivered this spring to France's Canal+ and 
Teletoon Canada, and Method's 52 x half-hour 
Little Prince should launch on French airwaves 
in time for Christmas 2010, going into regular 
rotation come September 2011. 

Interestingly, the broadcast deals for both 
Bolts and Blip and Little Prince currently only 


cover their regular CGI versions. “We are dis- 
cussing the 3-D version now,” says Soumache. 
‘All the broadcasters who have optioned the 
CGI version will have a 3-D option.’ 

“Some broadcasters are pushing and some 
are not,” says Chapman. But that certainly 
doesn't mean producers are regretting their 
decision to make 3-D masters. 

“| think as a producer you are trying to 
sell, and 3-D is a unique selling point right 
now,” says Schultz. “Producers always want 
to say ‘Hey, we have something unique.” 
Chapman seconds that emotion. “It's good 
marketing to have your series in 3-D," he 
says. “There is just so much you can do with 
it” Chapman points to interactive possibilities 
engendered by 3-D, including MMOGs and 
3-D virtual worlds. 

Reitg is confident the series that capture 
audience attention in the next few years will 
all employ new 3-D technology, and for that 
reason the initial expenditure is very much 
worth it. “It's clear that the shows that have 
more licensing potential and toy partners are 
going to be the 3-D shows,” he says. “This 
is important and certainly something that we 
take into consideration: 


Stumbling blocks 

That said, there are well-founded concerns 
that might be keeping 3-D producers target- 
ing the kids market awake at night. In fact, 
the specific medical concern surrounding the 
production of 3-D for children is such a hot 
topic that SD’s Dern is spearheading a task- 
force to look into the issue (see “Standard 
definition,” p.80). 

Potentially problematic is the difference in 
size between adults’ and children’s faces—par- 
ticularly where eye placement comes into play. 
Lentjes says that unlike regular CG! production, 
the people producing 3-D, namely adults, don't 
see it or experience it in the same way as their 
target kids audience does. 

“Children have a smaller intraocular gap 
than adults,” he says, explaining that the 
space between one’s eyes actually plays 
an important role in how an individual per- 
ceives the illusion of stereoscopic 3-D. “So, 
if it looks good to you during production, 
it just might not look good to the children 
who end up viewing it” Additionally, con- 
tent produced for the large screen can't be 
reduced in size to fit a small screen, and 
vice versa, very easily. 
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Do you see what kids see? The distance between a per- 
son’s eyes can alter the way they perceive stereoscopic 
3-D, as this image demonstrates—the same picture 
appears different when viewed through three sets of 
eyes with varying intraocular measurements 


Altering resolution and aspect ratios of a 
3-D production to fit a different screen size 
could actually prove catastrophic for the eyes 
of the viewer, say Lentjes. “You could literally 
rip the eyes out of the sockets of the viewers,” 
he says. Come again? 

Because the frames are produced for each 
eye, mistakes can draw the viewer's eyes in two 
different directions at the same time—extreme 
cases can even cause tearing of delicate eye 
tissues. And ocular catastrophe aside, Lentjes 
adds, 3-D won't really work on smaller screens 
like does on big ones. “It won't be effective on 
an iPod, for example,” he offers. 

And there are other considerations. Broad- 
casters often add a scrolling frame to the bot- 
tom of the screen or channel ID watermarks 
to the bottom corner of the picture. And when 
the credits roll, some broadcasters minimize the 
screen to make room for a promotional trailer. 
All of these seemingly minor add-ons can dimin- 
ish the 3-D effect, if not completely destroy it. 

According to Lentjes, the new conditions 
and the precise nature of 3-D reproduction 
means content producers are going to have to 
be more hands-on and protective of their work. 
He is also calling for standards to be put into 
place to make the production and distribution 
of the new form of content safe. “It is true, the 
technology is here,” he says. “But producers 
are going to have to take responsibility for their 
content. It's virgin ground now, so the studies 
and the rules that come out of them will cer- 
tainly set up the standards” IN 
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BY JENN HARDY 


MOVING BEYOND TRADITION 


Top left: Academy Award 
nominated The Secret of 
Kells by Cartoon Saloon. 
Top right: Academy 

Award nominated Granny 
O’Grimm’s Sleeping Beauty 
by Brown Bag Films 


here’s a whole lot more than luck working for the Irish animation industry 

these days. In light of this year’s high-profile Academy Award nominations 

for Cartoon Saloon’s The Secret of Kells and Brown Bag Films’ short-form 
comedy film Granny 0’ Grimm's Sleeping Beauty, plus an Oscar win for home- 
grown Avatar animator Richard Baneham in the Best Visual Effects category, it’s 
hard to deny that Ireland is wearing its reputation for animation excellence with 
comfort and style. 


Animation Ireland and its member companies—which include Kavaleer Produc- 
tions, JAM Media, Caboom, Boulder Media, Cartoon Saloon and Brown Bag 
Films—have moved well beyond their service work roots and are now making 
waves overseas with their proprietary IP and cross-media strategies that delve into 
the realms of social media and mobile applications. 

The animation sector is a key area of focus for Enterprise Ireland, the govern- 
ment body that supports the international efforts of Animation Ireland and its 
member companies. 

Enterprise Ireland development advisor Eileen Bell says she’s witnessed sig- 
nificant growth in Ireland's animation output in recent years. “This new generation 
of animation entrepreneurs are technologically innovative, market-intuitive and 
creatively passionate,” she says. “My view is the industry is going from strength to 


strength and can only continue to prosper.” 


Robert Cullen, the Emmy-nominated creative director of Dublin’s Boulder Media, 
acknowledges that the Irish are legendary storytellers. He believes this natural 
ability to weave a good yarn, coupled with great technical and communication skills, 


is the reason why his country is coming out on top in animation. “It also helps that 


there is a strong talent pool here,” he adds. “Talented 
animators emerge from the colleges every year.” 
Boulder has positioned itself as a top-drawer 
service provider for US and European producers and 
broadcasters. “It's nice to be recognized by the leading 
companies for our quality and reliability,” says Cullen. 
Recent partners include heavyweights such as Disney, 
Cartoon Network (award-winning Foster's Home For 


Imaginary Friends) and Nickelodeon (El Tigre}. 


This Dublin-based shop made international headlines 
in January when The Secret of Kells was shortlisted 
by the Academy for Best Animated Film. The Oscar 
ultimately went to Pixar's Up, but Kells has racked 

up numerous other honors over the past two years, 
including awards from the Annecy International 
Animated Film Festival, the Dublin International Film 
Festival, the Edinburgh International Film Festival, the 
European Film Awards, Cartoon Forum 2008, Zagreb 
World and the Festival of Animated Films. Created by 


Cartoon Saloon co-founder Tomm Moore, The Secret 


of Kells has also landed theatrical distribution in more 
than 120 countries to date. 
Now that the Oscar hype has died down somewhat, 


the Cartoon Saloon office has returned to a calmer 


pace, but the team is definitely still charged up with 


a strong motivation to capitalize on the extra profile 


and push the envelope. “Because we were up against 
Pixar it makes people stand up and take notice a bit 
more,” says MD and producer Ross Murray. “Now we 
have to take it to the next level.” 

Building on the success of its 2-D animated series 
Skunk-Fu, Cartoon Saloon is currently developing 
a Skunk-Fu movie and several iPhone applications. 
“Skunk has the ability to be completely cross-media,” 
says Murray. “It is everything we can do in a com- 


mercial project.” 


Social media is critically important to the platform 
planning that goes on at Caboom’s offices in Dublin 
and Los Angeles. “Social media allows audiences to 
have their say, which makes them feel like they are 


rector Damian 


part of the experience,” says creative d 
Farrell, who is also an animator, producer and Hen- 
son-trained puppeteer. “But it also tells them that the 
content producers are listening to their opinions. It can 


be used for research, and if facilitated and moderated 


properly, can be very rewarding for both the producer 
and the audience.” 

Taking a bit of a renaissance approach, Caboom is 
well-known for bringing a diverse range of styles and 
techniques to projects, including 2-D, Flash and CGI 
animation; puppetry; mixed-media; and live action. 
One of the company’s best-known projects is Tiny and 
Mr Duk’s Huge Show (CBBC). Next up, the team is 
in development with The Jim Henson Company ona 


bedtime series for kids. They are also actively working 


with Telescreen on a series created by Jeff Muncy 


called Toad Rules, as well as considering a preschool 
co-production opportunity called Beary Boowith 


Copernicus Studios in Canada. 


f interactivity is key to the modern audience experi- 
ence, then JAM Media's model is primed for success. 
What could be more interactive than kids seeing 
hemselves on-screen? The company is famed for its 
Headhunter software, which made the viewers of its 
irst series PICME stars of the show. How it works is 
parents post their kids’ photos to a broadcaster's web- 
site, and then the software lets the broadcaster put 


he kids’ faces onto 2-D animated character bodies in 


he series’ episodes. 

JAM has since created versions of the Head- 
hunter technology for home use, letting kids render 
animation on their own PCs, create personalized 
mini-websites or mobile applications, and upload 
unique content via camera phones. “People are now 
consuming media in a very different way from 10 years 
ago,” says Scott McDonnell, head of technology. “We 
expect to be able to access content on our mobile 
devices and interact and play with our content in ways 


that were not possible before. It seemed natural to 


ANIMATION 
IRELAND 


www.animationireland.com 


JAM to bring its personalized content to web games 
and handheld devices that rest in a pocket or purse 
and can be accessed anytime.” 

Next up for the Dublin-based company is Head- 
hunter 3, which will be able to automatically recognize 
and extract faces from photos and generate different 
expressions. With this program, a single photo from 
Facebook, Flickr or a user's hard drive could be auto- 


matically animated and synched with an audio track to 


create uniquely personalized, user-generated content 


for downloading or sharing. 


This year, the award-winning animation studio 
celebrated its second Academy Award nomination 
with a nod for short film Granny O'Grimmss Sleeping 
Beauty. The first came in 2002 for Give Up Yer Aul 
Sins. The company was quick to extend Granny into 
the social media sphere in time to bank on the Oscar 
hype and build the character's fanbase. The crotchety 
star of the famed short currently has more than 3,000 
fans on her Facebook page and almost 1,200 followers 
on twitter. 

“The process of producing animation is a long one,” 
says producer Jennie Stacey. “Our character is kept 
alive in the audience's mind [via social media] while 
we're working. And of course, audience feedback is in- 
stantaneous, which helps our development process.” 

Brown Bag is currently working on two proj- 
ects with Chorion—the second season of Olivia for 
Nickleodeon, and a new preschool series for the BBC 


called The Octonauts, which will air later this year. 


The Beeb has been a great partner for Kavaleer 
Productions. Garth and Bev, a cartoon about adorable 
siblings who turn to nature to solve life’s biggest 
problems, is airing online via BBC diginet CBeebies’ 
website. Building strong relationships with the right 


partners is a major component of Kavaleer’s strategy 


for success. “We have a good skills base and we are 
working at the highest level,” says company founder 
and CEO Andrew Kavanagh. “As a country, we want 
to become an international animation hub, and we 
are getting in touch with the right people to make that 
happen. Things look good for us.” 

Indeed. Kavaleer doubled its turnover last year, and 
is poised to double its staff this year. “Things are going 


according to plan,” says Kavanagh. 
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Producer: Taiwan-based Sofa Studio 
Demo: boys nine to 14 

Style: CGI with a 2-D look 

Format: 26 x 22 minutes 

Budget: US$300,000 to US$400,000 per half hour 


Status: Sofa has a bible and pilot treatment assembled and is currently looking for co-produc- 
tion partners. 


Delivery: 2012 


Concept: Sofa Studio writer Jet Wu, who's taking the lead on this toon, says the idea for the 
series stems from long-held legends in East Asian culture that contend animals can acquire 
supernatural powers and even take on human form. At the center of Werewarriors is 16- 
year-old Drake, a seemingly normal teen who discovers that he’s really a weredragon and 
that his family and closest friends are werebeasts who've been appointed to watch over and 
protect him. At first Drake is thrilled with his new human/dragon status and the powers he 
now possesses. But he soon discovers an army of fallen werebeasts have stepped out from 
the underworld and are roaming the Earth trying to take over. The number of werebeasts 
only seems to be limited by the imaginations of the writers at Sofa, and this series proved 
popular at KidScreen Summit in February. It won over both the panel of 10- to 12-year-old 
boys and the broadcasters, who declared it the winner of the annual Pitch It! competition. 
The boys, in particular, were taken with the mythology and myriad beasts fuelling the series, 
and some even asked if Sofa would consider pushing the format to one-hour eps. Wu, how- 
ever, is a realist. “The boys don’t have patience to watch an hour,” he says. “But a 22-minute 
story arc would let us tell substantial stories.’ 


Producer: London's Blue-Zoo Productions 
Demo: preschool 

Style: mixed media 

Format: 52 x five minutes 

Budget: US$3,750/minute 


Status: Blue-Zoo has a pilot ep and mini-bib! 
missioning broadcaster and possibly a distri 


e ready to go, and it's looking to lock down a com- 
butor in the next few months to push the series 


into production. As for shoring up the rest of the budget, the prodco intends to self-invest in the 


project to limit the number of partners and 
Delivery: January 2011 


eep the feedback process streamlined. 


Concept: This preschool series about an im 


thing of a gift that Blue-Zoo, which is celebrating its 10th anniversary this year, decided to give 
itself. Show director Oliver Hyatt says the series is modeled on the prodco's first effort The Co 


aginative and curious little ostrich, Olive, is some- 


1 


where children’s artwork was animated to serve as the titular character's environment. In the 


case of Olive, Blue-Zoo is intending to visit 52 schools across the UK and get kids to illustrate 


the elements involved in each of the big bird 


look and feel. Each ep starts simply enough. We find Olive in her Outback home, and while 
the rest of her family is running about doing ostrich-y things like laying eggs and pecking for 


food, her imagination starts to wander. And 
pops up somewhere new and is faced with 


's imaginary adventures, giving the show a unique 


as soon as she buries her head in the sand, she 
a problem that she has to solve. In one episode, 


for example, Olive gets whacked on the head by a ball while she’s playing tennis. She has to 


figure out how to slow it down to prevent 


further injury and winds up creating a makeshift 


shuttlecock with some feathers to lighten the ball and slow it down. 
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Producer: Sydney, Australia’s Stella Projects 

Demo: preschool 

Style: mixed media 

Format: 26 x 12 minutes 

Budget: Between US$1.5 million and US$2 million for the entire series 


Status: With script funding from the Australian Children’s Television Foundation and a full bible 
in-hand, Stella is in the process of signing on a Canadian co-production partner. Nickelodeon 
Australia, which commissioned the concept's original 12 x two-minute shorts, has shown inter- 
est in the longer-format series. 


Delivery: Second half of 2010 


Concept: At the center of this live-action, music-centric series are husband-and-wife team Mark 
and Tina Harris, who have created and set up five Sydney-based music schools that teach pre- 
schoolers all about music and instruments. The pair also has an act where Lah-Lah (Tina), Buzz 
(Mark) and three other musicians perform for preschool crowds, and Nickelodeon Australia 
director of programming Deirdre Brennan happened to catch them in concert. Stella president 
Grahame Grassby says Brennan was so taken with the act, she commissioned a 12 x two-minute 
series of music shorts featuring Lah-Lah and co. that started airing on Nick Oz last November. 
Keeping the distinct and sophisticated red, black, white, green and blue palette established in the 
shorts through the band’s costumes and CGI backgrounds, Lah-Lah's longer format combines 
music education with live performance. So the show will introduce preschoolers to a spectrum of 
musical genres from popular classical and jazz, to cabaret and acoustic pop, and the instruments 
used to produce them. Lah-Lah, the band, is set to perform a two-week stint at the Sydney Opera 
House in May that’s being released on DVD by Roadshow Entertainment in Australia, and will 
also be interspersed with the 12-minute segments on the long-format show. 


Producer: Toronto's Skywriter Media & Entertainment Group 
Demo: tweens 

Style: live action, three-camera sitcom 

Format: 26 x half hours 

Budget: US$400,000 per half hour 


Status: There's a mini-bible and episodic synopses in-hand, and the prodco is in the process 
of evaluating co-production opportunities. 


Delivery: fall 2011 


Concept: This series evolved out of an idea hatched by Toronto-based comedy writing team 
The Membrains (Kim Saltarski, Atul Rao). And since getting a hold of it, Skywriter CEO Kevin 
Gillis has brought in some star talent in the form of Hannah Montana's writer Robin Stein and 
director Keith Samples (The OC, Felicity) to further develop its comedic premise. At Live from 
Earth's heart lies average high school student and class clown Simon, who couldn't get a date 
if his life depended on it, but pledges his undying love to the head cheerleader. Moreover, 
unbeknownst to anyone on Earth, except for himself, he’s the biggest celebrity in the galaxy. 
He learns a show that essentially documents his everyday life is being beamed far-and-wide 
across the cosmos, and the beings we'd call aliens are lapping it up. They can't get enough 
of observing him at school and hanging out at local fast food joints. And to keep ratings up, 
the head of the galactic network sends his teenage son, Steg, down to help Simon out. Steg 
quickly becomes one of the more popular kids at school with his seemingly offbeat sense of 
humor that's really driven by his point-of-fact observations about odd human behavior. Eps will 
also be book-ended by Steg’s reports of the Earthly goings-on to his father, much like Robin 
Williams did in late-1970s sitcom Mork & Mindy. 
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Producer: The Melbourne-based arm of Aussie/Canadian prodco Chocolate Liberation Front 
Demo: nine to 12 

Style: CGI 

Format: 39 x seven minutes 

Budget: US$275,000 to US$320,000 per half hour 


Status: CLF has a development deal with pubcaster ABC Australia and should have a bible, 
scripts and animatics nailed down by the middle of next month. In the meantime, the prodco 
is entertaining overtures from potential co-pro partners. 


Delivery: 2011 


Concept: The original series of Figaro Pho shorts conceived by Luke Jurevicius was a big 
winner at the first KidScreen Awards ceremony held at KidScreen Summit in February, taking 
three trophies home, including Best Animated Series in the Family category. The new seven- 
minute episode length keeps Figaro, the boy who suffers from an alphabet of phobias, at the 
center of the action, taking an even deeper look into his anxiety-ridden imagination to produce 
increasingly comic situations. Also up for further exploration is the rich, gothic and cinematic 
world Figaro inhabits. CLF partner Dan Fill says Jurevicius, who's also storyboard artist, and new 
art director Dean Taylor will be extending this sometimes spooky universe into the video game 
arena to complement the longer-form series. Additionally Matthew Phipps, who's signed a 
development deal with heavy-hitter Fox for an adult live-action comedy series, is on-board as 
Figaro's writer to ensure the original concept's wit and layered humor remain. 


Co-producers: Sandisfield, Massachusetts-based JBMW Media, London's Park Entertainment, 
Dublin, Ireland’s Kavaleer Productions and Keyframe Entertainment in Canada 


Demo: five to eight 

Style: mixed media 

Format: 52 x 11 minutes 

Budget: roughly US$175,000 per half hour 


Status: At press time, the producers were in the process of signing a Canadian commission- 
ing broadcaster and are working on the bible, scripts and animation tests. At MIPTV they'll be 
looking for a few more pre-buys from France, the UK, Germany and the US to kick the series 
into production. 


Delivery: early 2012 


Concept: JBMW Media's Jennifer Monier-Williams says Paula Hart—exec producer of Sabrina 
the Teenage Witch—first approached her with the book Violet the Pilot, written by US-based 
political cartoonist Steve Breen, contending it was just crying out for a series treatment. The 
international bestseller forms the basis for this science-oriented series targeting the arguably 
under-served five to eight crowd. At its center is Violet, an adventurous little girl who regularly 
hangs out at her father’s junkyard with her dog and best friend Orville, crafting inventions from 
the various bits and bobs she finds lying around. Violet's fantastical one-of-a-kind contraptions 
often come to the rescue of her friends, family members and townspeople. And as Violet is 
the ultimate recycler, subtle messaging on environmental issues and practices will form an 
undercurrent in the series. 
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Tricon drew on its experience pro- 
ducing adult music shows to make 
talent series The Next Star for YTV 


ew 


Adult-focused prodcos make inroads into children’s programming 


hreducation, the Disney XD series about 

the extreme sports antics of a band of 

snowboarders, some as young as 12, 
wasn't made for the kids market. Created by 
Toronto-based prodco Riverbank Films and 
co-produced by factual distributor, re:think 
Entertainment, the doc-style series starring 
ex-pro boarder Jesse Fulton was originally 
produced for Canadian sports channel The 
Score. Drawing a strong male 18 to 34 audi- 
ence, The Score held a non-exclusive win- 
dow on the show. So when the re:think team 
arrived at MIPTV last spring with the first sea- 
son in its back pocket, it couldn't have been 
more perfect. 

“That's when we heard the buzz around 
Disney XD, Turner and Nick with this new 
live-action, boy-focused programming,” says 
re:think's director of sales and distribution 
Paula Hutchinson. re:think then realized that 
the series, which revolves around a group of 
tween and teen boys, each with compelling 
personalities, seemed naturally more suited 
to kids. The majors were intrigued, and re: 
think went back to Toronto and re-cut the 
entire 13 x half-hour first season to make it 
distinctly a kids show. 

The distributor's timing was right on the 
mark with Shreducation. As kidcasters increas- 
ingly compete for tween audiences with real- 
ity and competition-based programming air- 
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ing on adult-targeted nets, they're looking for 
the same level of high-interest series as their 
primetime counterparts, but with a more age- 
appropriate slant. At the same time, last year's 
downturn in the market forced adult prodcos 
and distributors to look for new opportunities 
outside their chosen realm. What's happened 
since is that a number of these players, like 
re:think, have brought their expertise in reality 
programming and scripted drama to the kids 
arena. And they're making significant inroads. 


Making it kid-friendly... 

Hutchinson, who had prior experience work- 
ing with Disney, knew getting the series past 
its legal department would require an over- 
haul. “The content had to be changed. We had 
to sanitize it completely,” she says. Everything 
from rude conversational topics to insulting 
“hey dude” banter and heavy rough-housing 
had to be toned down. 

Moreover, Riverbank and re:think had to 
add content young viewers could relate to and 
really hone in on the lives of the hopeful group 
of snowboarders and their emotional jour 
neys. Instead of just introducing the kids and 
showing them taking perilous runs at the half- 
pipe, the re-worked series now explores each 
character's back story so the audience can get 
to know them. To manage the feat, re:think 
went back to the vault and pulled out unused 


by kate calder 


footage that could be pieced together to cre- 
ate a story arc for each fledgling shredder. 

“So it went from being an extreme sports 
series for young men to an aspirational series 
for kids,” says Hutchinson. The tween and teen 
shredders, who in seasons one and two travel 
throughout North America, Europe, Australia 
and Argentina, not only compete but take part 
in photo shoots, nab feature film cameos and 
hang out with actors. All the while, they're also 
dealing with regular teen stuff such as parents, 
school and dating. 

As ttturned out, re:think’s decisions proved 
to be bang on. Disney XD acquired season one 
for the US, UK, Latin America, Japan, Central 
and Eastern Europe and Nordic territories. And 
after debuting State-side last fall, the show is 
rolling out on Disney XD channels internation- 
ally over the course of the year. Additionally, 
Nickelodeon Australia and New Zealand have 
signed on for three seasons, the second of 
which re:think delivered last month. 
Shreducation was the first kids series 
that re:think had executive produced. And 
now, besides a handful of kids co-produc- 
tions it's looking into, the prodco has picked 
up a preschool PBS show called The Biscuit 
Brothers. Hutchinson says she sees this 
trend in kids shows will continue and, to 
that end, aspires to take on some scripted 
projects down the road. 
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.. without being condescending 
Similarly, Toronto-based Tricon Films & Tele- 
vision, which had been producing irreverant, 
pop-culture one-offs for Canadian channel 
MuchMusic, was approached by kidcaster 
YTV to develop The Next Star, a tween- 
friendly answer to American Idol, in 2008. 
“We wanted it to have the calibre and 
quality of an adult reality show, but we didn’t 
want it to be mean-spirited,” says Jocelyn 


Shreducation morphed from an adult male extreme 
sports show into an aspirational tween series (above), 
while Reveille, producer of US The Office, is parlaying its 
adult-skewing know-how into teen comedy for Gigantic 


Hamilton VP of programming and produc- 
tion at YTV owner Corus Kids. The channel 
looked to Tricon for its large-scale shooting 
style to create the slick look of a full-fledged 
talent competition, as well as its capacity to 
produce live programming on the fly—carry- 
ing out cross-country auditions and using its 
music industry connections to boot. 

Tricon’s SVP of development and interna- 
tional sales, Carrie Mudd, notes her compa- 
ny had become quite good at understanding 
YTV's target demo and what it responded to 
in terms of pacing and tonality. 


92 APRIL2010 Kidscreen 


Part of Tricon’s MO was to resist dumbing 
down the content, but rather to keep it sophis- 
ticated and treat the audience as it would 
adults, says Mudd. In fact, the prodco used 
most of the crew that staffs production on 
its adult factual programming. Mudd says the 
end product wound up luring a big co-view- 
ing crowd for YTV, with parents taking the out- 
come just as seriously as their kids. 

The relationships with experienced cre- 
atives from outside the children’s world is a 
strength that Nickelodeon Australia director of 
programming Deirdre Brennan agrees adult- 
targeted prodcos bring. “They look at projects 
with a fresh eye, particularly projects with fam- 
ily appeal,” she explains. 

The broadcaster has had a lot of suc- 
cess with kid-focused comedy sketch shows 
for the eight to 12 set, including Sorry, I’ve 
Got No Head from London-based distribu- 
tor Little Portman, a division of Portman Film 
& Television. The live-action slapstick series, 
created by London's SO Television, features 
off-beat characters including, as the title sug- 
gests, headless burger-joint customers. Such 


a peek into another genre like the world of 
grown-up sketch comedy opens up a unique 
world to kids TV, but Brennan says it's impor- 
tant for new players in the kids space to 
establish supportive relationships with kids 
producers and/or broadcasters to make sure 
the content is appropriate and relevant for a 
younger audience. 


Keeping it on kid target 

Hamilton agrees, adding that YTV's develop- 
ment team was careful to make sure The 
Next Star remained aware of kid-specific 


sensitivities. “Anytime you bring competi- 
tion into it, there are going to be heartbreaks 
and times it doesn’t go your way,” she says. 

For its part, Tricon brought on production 
staffers who had kids experience to support 
the project and Mudd contends the biggest 
component of aging down the concept was 
the alteration made to the elimination portion 
of a competition show. 

“It needed to be more like a bootcamp 
and there needed to be mentoring; it wasn't 
about drama,” says Mudd. “We're not going to 
be kicking people off every week who are only 
11 years old.” 

Now that the company has dipped a toe 
into the kiddie pool, so to speak, Tricon is 
jumping into the space with both feet. Mudd 
says she’s amassing a creative development 
team with extensive experience in kids enter- 
tainment and has a raft of projects simmering 
on the back burner. 

Tricon will be shopping international distri- 
bution rights for The Next Star at MIPTV, as 
well as newly acquired tween/teen sketch 
comedy show The Paul Telner Project and 


seasonal family musical Christmas Dreams. 
The company also has a handful of projects 
in early development, including an Entertain- 
ment Tonight-type show for kids called The 
Magazine, hybrid reality/game show Youth or 
Dare, and a series of shorts called The Adven- 
tures of Small Foot. 

YTV's Hamilton says commissioning The 
Next Star from Tricon made for the net's first 
live-event production in seven years. It paid 
off in ratings and new exposure for the chan- 
nel, but she warns that producing for kids isn’t 
a sure thing for all adult-skewing studios. 
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Think 
like a kid 


The lights and cameras might be the same, 
but when it comes to aging down an adult 
concept for a kids audience, producers have 
to be in tune with the unique sensibilities that 
define kids lives. The team at New York-based 
research firm Insight Kids, which interviewed 
more than 6,000 children about their attitudes 
towards media in 2009, asserts kids need to 
understand and relate to a property in order to 
embrace it. The first step, says Insight Kids, lies 
in doing your child development homework. 
Learn your target age group's needs, wants, 
abilities and preferences. Secondly, Insight ad- 
vises getting immersed in kid pop culture, to 
know which of-the-moment references reso- 
nate and will seem original to them. 


“tt worked in this instance, but than doesn't 
necessarily mean that everyone could do it,” 
Hamilton notes. “Producing kids TV is not an 
easy thing, it's probably more difficult that any 
other genre.” Besides the restrictions for age- 
appropriate content, she says kids and tweens 
are a very discerning audience and have many 
other platforms to go to for entertainment. 
“Even more so with this generation of kids...it's 
not an easy feat to be the piece of entertain- 
ment that a young person wants to watch.” 

Hamilton is also quick to point out that 
although she's open to solid pitches from all 
prodcos, regardless of whether or not they 
come from the kids entertainment side, she 
hasn't turned her back on her strong stable of 
kids producers. In fact, she's lined up a couple 
of Canuck kids prodcos to deliver reality pro- 
gramming, such as Apartment 11's /n Real Life 
and Survive This from 9 Story Entertainment. 


Writer driven, kid approved 

Studios with scripted pilots are also taking 
their turn at producing kids series. It's a 
tough TV market and studios are eager to 
go beyond their comfort zones to unearth 
new opportunities. But there’s also a sense 
that writers/show runners who develop and 
then oversee their series are just more inter- 
ested in penning family content. 
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Developing a kids property? Consider this: 


Kids need: 


* Grounding in familiar settings and situations in order to understand the new 


* Clear, simple and consistent rules for the show's world, 


even if it's fantastical 


* One main story line and potentially only a b-plot for older kids 

¢ Explicit conflicts, especially those relating to physical stakes 
(attractive to boys) and emotional stakes (attractive to girls) 

* A tight story arc in each episode, even if there is also a series arc (i 

¢ Explicit visual and verbal cues to communicate feelings 


2a Adults can handle: 


“We're not thinking in terms of what the 
balance of our development slate will be, 
we're much more focused on working with 
our writers,” says Carolyn Bernstein, EVP of 
scripted programs at Reveille Productions in 
LA., who already has significant experience in 
tween and teen programming from her for- 
mer post as head of drama at the WB. 

Reveille, whose roster includes the US 
adaptation of Ricky Gervais’ The Office, tele- 
novela reborn Ugly Betty and hot-and-steamy 
period drama The Tudors, recently sold tween/ 
teen series Gigantic to TeenNick. Tapping into 
the celebrity zeitgeist, the series follows a fic- 
tional group of teens who, as the offspring of 
Hollywood heavy hitters, live life under the con- 
stant glare of the paparazzi and tabloid press. 
Reveille has another younger-skewing show in 
development, and Berstein says she'd love to 
take on even more series that target kid audi- 
ences, but the next moves will be determined 
by what Reveille’s writers come up with. 

EVP of original programming and devel- 
opment at Nickelodeon Networks Marjorie 
Cohn says one of the biggest strengths 
Reveille brought to the table as an adult- 
targeted producer was its relationships with 
high-calibre writers. 

“We have relationships with A-list writers 
in Hollywood and part of this trend is the 


¢ Highly fantastical situations in unfamiliar territory 

¢ Playing with time, space and reality 

¢ Subtle conflicts 

¢ Story lines that span multiple episodes or an entire 
season or series 

¢ Subtle communication of what characters are feeling 
(i.e, an awkward glance) 


emphasis on family these days,” says Cohn. 
But she also notes those A-list sitcom writers 
are competing in a tougher market now. “Net- 
works have reduced budgets and had aban- 
doned the sitcom for a while,” she says. “We 
concentrate a lot on comedy and so we offer 
a wonderful environment for A-listers to come 
and work.” She admits that writing talent won't 
be scoring any rich syndication deals in pen- 
ning Nick shows, but says they are granted con- 
siderable leeway to follow their creative visions 
and make the shows they want to make. 
Much like the other broadcasters, howev- 
er, Cohn says even Hollywood TV writing vets 
have a learning curve when it comes to creat- 
ing kid content. Writers naturally tap into their 
own nostalgia and adolescent experiences for 
their scripts, but she says that this generation 
of millennials has a different sensibility than 
Boomers and Genxers. “We're constantly tell- 
ing our creators that irony and sarcasm aren't 
necessarily the preferred place for kids these 
days,” says Cohn. “This generation is really 
positive; they love their parents and aren't 
always rebelling.” SS 


LETINIKS) 


Nickelodeon > 

re:think Entertainment > 
Tricon Films & Television > 
Corus Kids > 


www.nick.com 
www.rethinkentertainment.com 
www.triconfilms.com 
www.corusent.com 


52 Xx 11’ minutes 
Target Age 6-10 
Cartoon Comedy 


See! The inside of the human body 
like never before 


Gut-wrenching scenes of a 
heart-rending friendship 


FACTORY OF FUN 


‘ KIDSPLANT 


DISTRIBUTION 


ae PRESENTS 


a ro 


“Pump it up!” 
The bouncy, breezy, 


Punch & balloony adventures 
of two best friends in 

26x11’ 
A | ud Y Mix of puppets The Land of Puff. 


and CGI 


_He’s back and lazier 


For enquiries please contact: tel: +31 (0)348 41 96 38 distribution@kids-plant.com 


New-school | 


thinking ™ 


Paul Robinson, MD of pan-regional net 
KidsCo: As a parent, | believe television has a 


responsibility to have a 


n educational compo- 


nent. We have responsibilities to shareholders, 


but we also have them 
who watch our program 
the two are incompatib 
duce entertaining, fun 


o the kids and parents 
ming, and | don't think 
e. | think you can pro- 


TV that makes a profit 


for your company, but has educational values 
and qualities woven in. 


Jenny Buckland, CEO, Australian Chil- 
dren's Television Foundation: We produce 
TV that gets repurposed for use in class- 
rooms; it's not didactic. What schools do with 
our programs is pull them apart and use them 
to teach social and cultural issues. We think 
that's a very compatible use for content and 
perhaps something that content isn't often 
used for when its made for commercial TV. 
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Azeizul Abdulla, portfolio manager, 
Malaysian Multimedia Development 
Corporation (MDEC): | think parents want 
their kids to watch what they can benefit and 
learn from. In Malaysia we tend to fund what 
fits our moral code. | think there is potential 
business-wise because of that. 


Brenda Nietupski, director of program- 
ming, Treehouse: Canada does not have a 
regulatory body to mandate educational con- 
tent. Treehouse doesn't focus on educational 
programming, but quality and entertaining 
programming—if it has an educational ele- 
ment, all the better. But it needs to be enter- 
taining and accessible. What's really impor- 
tant to us is trying to simplify concepts like 
environmental awareness and diversity for 
our audience—those are all very important 
types of learning for us. 


Around the table (from back left)— 
CJ See, Jenny Buckland, Paul Robinson, 
Ismal Mohamed and Haji Burnhanuddin 


Ismal Mohamed, senior executive, MDEC: 
The concerns we encounter again and again 
are around issues of how you localize for edu- 
cational content and how you differentiate 
between what one country defines as educa- 
tional from another. 


Buckland: Older kids don’t want a message 
stuffed down their throats, but | think the same 
things apply—general values and emotional 
earning, and all good drama is laden with val- 
ues that can be used in an educational setting. 


Nietupski: When we talk about entertain- 
ing kids, humor is one of best ways to make 
anything educational stick. It also has to reflect 
ids’ perspectives, you really have to get to 
their level. 


Abdulla: | think it's harder for eight to 12s; 
they have their own mindsets, and educa- 
tional content can only be conveyed through 
their interests. 


Robinson: That's a really good point. The other 
thing is, kids eight to 12 are going to watch what 
they want. With preschoolers, parents largely 
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make the decision, but with eight to 12s, it's 
all about choice—you've got to engage them 
immediately, you're competing with so many 
other things. 


Castleman: As the target age group 
moves up, have you found it’s more dif- 
ficult to find social and emotional val- 
ues that transcend cultures to underpin 
an educational show that travels? 


Haji Burnhanuddin, MD, Les Copaques 
Productions: As a commercial producer 
coming from Asia, to make money and to hit 
globally, it’s difficult. You don’t want your show 
just to fill airtime, you want people to see it. 


Robinson: We had some interesting discus- 
sions [with our co-production partner Inspidea 
on Boo and Me]. What they brought was an 
understanding of the Malaysian market and 
hopefully we brought a Western point of view. 
Ultimately we benefited from each other's 
point of view and experience. 


Chin Joo (CJ) See, sales & marketing direc- 
tor, Inspidea: We had a lot of debates about 
how we should approach the story to Boo 
and Me. We had to find a common ground 
between two cultures. From a production 
standpoint as to whether educational content 
is commercially viable, it's a matter of find- 
ing the right partner. KidsCo added another 
element that we wouldn't have been able to 
achieve if we had produced just at home. 


Robinson: You need mutual respect and 
two quite strong partners. What's interesting 
is that Inspidea argued very strongly to keep 
certain Malaysian icons, and though people 
outside of Malaysia wouldn't recognize 
them, we kept them. It gave it an authen- 
ticity that grounded the series in its home, 
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an ietupski, Treehouse 


and AzeWzul Abudulla, MDEC 


but overarching stories and characters were 
about themes that have universal appeal. In 
the Middle East we've been inundated with 
press requests for this show even though 
it was never designed for that market. So 
it can be done. It takes a lot of work and 
you've got to be very open to challenging 
your conventional wisdom. 


Buckland: | also think today’s children, per- 
haps more than we were, are children of the 
world and are very interested, for example, in 
knowing things like what a Malaysian fruit is or 
what other cultures are like—they more readily 
accept different kinds of programming 


Mohamed: | believe that the Nicks and Dis- 
neys of the world must play a role. They need 
to tell us what they really want, provide clear 
guidelines on what they find educational by 
age group and what's relevant and what's 
not, rather than approaching the broadcaster 
after the show's made and ending up with 13 
episodes of something no one will buy. 


Castleman: When there are no set stan- 
dards that you have to abide by in pro- 
viding educational content, what drives 
commercial broadcasters to do so? 


Nietupski: There's a real market for it. We're 
the number-one preschool network in Canada 
because we listen to what viewers want. We, in 
a way, are self-regulated. 


Buckland: You could define almost anything 
as being educational, if you were creative 
enough, so | don't think regulations that 
require commercial broadcasters to provide 
educational content are particularly useful. 


See: From a production standpoint, | think 
less regulation is more. 


Inspidea’s Chin Joo See 


Nietupski: | totally agree with that...In a situ- 
ation where regulations come into play, I've 
had producers say, ‘You're going to want this 
program because it's so educational.’ Then you 
look at the show, and it's so didactic you think is 
that what the regulations are creating? 


Robinson: I've felt that too. Is there one thing 
that you'd each like to see changing, that 
would make a difference for you? 


Nietupski: We're trying to access more cul- 
tural material, and particularly with preschool 
there's an idea that you can influence young 
minds because it's a time when you have the 
most capacity and influence to draw atten- 
tion to issues like the environment in a gentle, 
non-scary way. 


Burhanuddin: Programs coming from Asia 
must be given a chance to be shown outside 
of Asia. We see only the top shows from North 
America or Europe; it only goes one way. We're 
asking to give us a chance. 


Robinson: Children don't necessarily dis- 
criminate and would accept content from all 
over the world. And, if you do it right, you can 
weave in the educational elements very nicely, 
including exposing children to other cultures 
and other tastes from around the world—| 
think they're very open to that. 


Mohamed: The problem is children don't 
acquire content, the broadcasters do. 


Buckland: The broadcasters are the gate- 
eepers, and certainly it would be wonderful 
to have more diverse content. The US domi- 
nates and it's English-speaking. And it's a chal- 
enge that would be wonderful if we could 
overcome it. | think the kids would watch and 
be interested; it's a question of how we get it 
in front of them. NS 
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ALL ABOUT KIDS MEANS ALL ABOUT FUN AT GERMANY’S LEADING KIDNET 


BY JENN HARDY 


AN ADVERTISING TRIBUTE 


Just three short years hat could be more fun than children’s television? If you ask the folks at “Our mission in life is to give kids what they 
after launching in ‘95, We RTL, Germany’s leading kids broadcaster, the answer is nothing. want more than anything—fun,’ adds head of 
esate Hi Secret agent Kim Possible has a blast fighting crime around the world and still manages to keep up with programming Carsten Goettel.'’We build fun 
Germany's kids her homework; Thomas the Tank Engine and his train and car friends chug around their into our stories, our characters, our games, 
ratings race Island of SodorThe seventh-graders in Disney's The Weekenders get up to all kinds of fun stuff come Friday, our educational formats—everything. Because 
while the kids at Recess's Third Street School squeeze in some fun between classes. fun opens the door to the world, for kids and 

But it’s not just the fictional characters that populate Super RTL's many platforms who exude this parents alike.’ 
light-hearted and carefree attitude. The broadcasting corporation has worked diligently to extend 
the philosophy to its internal teams as well. In the beginning... 

“You have to take your job seriously, but not take yourself so seriously,’ says CEO Claude Schmit, Super RTL rolled out as a joint-venture channel 
who has been part of the Super RTL team since the channel's launch |5 years ago.'‘Egos are a owned and operated by Walt Disney Television 
problem in the media industry. They are not scalable, and way out of range,’ he says.''That's not the and RTL Group in 1995. Back then, there were 
way tt should be.” no dedicated kids TV channels on the German 
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Congratulations 
Super RTL! 


Thank you for helping me beat all 
the competition in my time period, 
and remain your top series for 
Kids 3-5! 


From your *1 preschool star 
Caillou 


au 
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dial, and mainstream networks only offered a 


xX 


smattering of kids programming during the day. 
What Super RTL offered was closer to what 

ids were looking for—it was far less pedagogi- 
cal, and it was available whenever they had time 


‘o tune in. 


“But when we started out, we had no idea 
where we were headed,’ confesses Schmit 
rankly.‘"To say otherwise would be lying?’ The 


only goal of any certainty was to focus on the 


children’s market, and staying on that path 


propelled the fledgling channel to lead the do- 
mestic kids TV market in just three short years. 
“It's great to be the leader’ says Schmit, ‘but 
we weren't making any money.’ Or at least not 
of the kind of money they'd hoped for So Su- 
per RTL flexed for the first time what has since 


become a well-renowned channel strength—its 


a 


business development muscle. Long before 
buzzwords like multi-platform or transmedia 
started being bandied about, the dynamic 
Super RTL team came up with an expansion 
blueprint that spun out from the foundation of 
the TV platform into the worlds of merchandis- 


ing, online and consumer events. 


Now 12 years in, this cross-media infrastruc- 


ture is a fully operational machine that makes 


Super RTL an unparalleled property-launcher 


in Germany—a very attractive competitive ad- 


vantage for content players looking to establish 


a strong foothold in key international markets. 


“We want to build brands and be an 
effective partner so we have to have a dynamic 
presence on all platforms that are relevant 
to our market,’ sums up Christoph Ahmadi, 


director of sales and marketing,""TV is most im- 
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portant and will remain so, but the importance 
of online continues to grow significantly)’ And 
so too has Super RTL’s commitment to this 


crucial window. 


From one screen to two 
Replicating the development of its TV channel 
almost step for step, TOGGO.de launched in 
1999, with heavy TV advertising driving viewers 


rom the tube to the web. And true to type, 
he online hub very quickly climbed to the top 
of the competitive heap. 

As its next step, the team was determined 
0 try out a paid subscription model with Tog- 
glino Club in 2002, and Toggo CleverClub fol- 


lowed suit in 2005. It was a revolutionary move 


at the time—no other German broadcasters 


were operating that way, although Nickelodeon 


Fun characterizes 

the channel's whole 
team, including senior 
execs Carsten Goettel, 
Frank Dietz, Christoph 
Ahmadi and Claude 
Schmit (from left 

to right) 


Starz Media is proud to 
congratulate our partner Super RTL 
on 15 years of excellence and 
unwavering commitment to quality 
childrens’ programming! 


Starz 


MEDIA 
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TIMELINE 


1994 
The RTL Group and Walt Disney Television announce their 


intention to launch a joint-venture kids channel in Germany. 


April 28, 1995 
Super RTL's first day of broadcast. Disney toons like Duck Tales, 
Goofy & Max and Arielle are part of the original lineup. 


1998 


Super RTL becomes market leader in Germany with kids ages 


three to 13.The channel has maintained this position ever since. 


1999 
Claude Schmit becomes CEO. 


2001 

Super RTL introduces its umbrella brand TOGGO, under which 
all cross-media activities are bundled. Six months later, kids web 
platform TOGGO.de is ranked as the most-visited kids website 


in Germany. 


2002 


Super RTL launches Toggolino Club, a paid-content website for 
preschool kids. 


2003 


Super RTL receives the LIMA Licensor/Agency of the Year 
Award. 


2004 
Super RTL launches TOGGO United! The Soccer Show and 
broadcasts Peb & Pebber to motivate kids to eat nutritiously and 


exercise regularly. 


2005 

Under the TOGGO Music label, Super RTL launches its popular 
Star Diary project, following four teenagers on their way 

to becoming pop stars. The TV component nets a market share 
of nearly 40%. 


2007 

Super RTL experiences steady ratings success with live-action 
programming, and has since devoted 30% of its schedule to the 
genre, including shows like The Suite Life of Zack & Cody, Hannah 
Montana, High School Musical and Camp Rock. 


2009 

Super RTL’s programming pick-ups for the year include: The 
Wannabees (Showcase for Kids), Tricky TV and Finger Tips (RDF 
Rights), Timmy Time (Aardman), Leon (TV-L), and CGI versions of 
Bob the Builder and Thomas & Friends (HIT). 
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Germany has since adopted the model that 
Super RTL pioneered. 

“In the beginning, the entire media commu- 
nity was very skeptical towards the paid content 
model,” says Schmit.'‘But we were convinced 
about it because we are very close to the target 
group and we have always put a lot of efforts in 
our own media research.” 

It was a leap that paid off big-time. To 
date, there are more than |25,000 registered 
subscribers paying 69€ a month for access to 
Toggolino Club and Toggo CleverClub. 

So how was a German kids channel able 
to do years ago what The New York Times 
and News Corps are still struggling with? 

The savy Super RTL team understood that 


German parents put an extremely high value 


on extended educational experiences for their 
children, and have demonstrated a willingness 


to pay extra for quality products and activities. 


So the content model for the paid site is all 


about translating Super RTLs TV program- 


ming into fun, educational games and activities 
that are built around the channel's signature 
characters. And parents have proven happy to 


pay for the service. 


Venturing into 

the great outdoors 

Another chapter in the broadcaster's mission 
to spend more time in kids’ lives was written 

in 1997 with the launch of its first live event, 
The TOGGO Tour. Why go so far beyond its 
well-entrenched connection with the audience 
it serves largely in their homes? “Kids don’t only 
watch TV,’ says Ahmadi."‘And we want to be 
where the kids are.” 

At present, The TOGGO Tour travels to 10 
German cities in 20 days every May to Sep- 
tember—when the weather is good and kids 
want to get off the couch—attracting more 
than 350,000 kids each summer The massive 


TOGGO event truck rolls into festivals across 


the country and spills out lovable walk-around 
characters like Bob the Builder for kids to meet 


and greet. 


Marrying character cool with educational fun, Super RTL 
has carved out a healthy subscription revenue stream 


with websites like Toggolino Club (top) 


On the TOGGO truck stage, children watch 
presenters and musical acts from Super RTL's 
TV shows, and then they can play interactive 
games and get up-close-and-personal with 
the costumed characters and live hosts on a 


2,000-square-meter plot next door What kid 


wouldn't want to give Bob the Builder a great 


big hug? 


“The event tours are certainly an added 
value for advertising clients and content sup- 
pliers,’ says Ahmadi.“‘But no matter what, they 
have to be fun for the kids. If the kids don't 


have fun, they won't watch our shows.” 


Realizing that it was onto something, Super 
RTL expanded its event business in 2006 with 
he TOGGO Fun Days concept. In cahoots with 
‘our theme parks across Germany, including 
Legoland, the TV channel hosts these TOGGO- 
branded one-day events every fall. Families can 
ake part by winning tickets on the TOGGO 


website. 


And for kids who want to spend even more 


ime with their favorite Super RTL characters, 


he channel runs a one-week summer camp 
called TOGGO Sommercamp in six locations 
across the country. About 2,800 children ages 
eight to |2 participate each year at a cost of 
between 300€ and 370€ a week. 


Dear 


Thank you for 
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“HIT and Super RTL have 
had one of the most dy- 
namic partnerships in 
preschool TV for almost |0 
years. Claude Schmit is cap- 
tain of a tight, professional 
and friendly ship where 
everyone is very clear on 
which direction they are 
going. The team really knows 
their business and delivers 
what they promise. Bob 

the Builder and Thomas & 
Friends have become huge 
hits in Germany through Su- 
per RTL's efforts, energy and 


enterprise.” 


Alison Homewood 
EVP of Worldwide Program- 
ming, HIT Entertainment 


“tt has always been an 
absolute pleasure working 
with Super RTL. Over the 
years, the company has 
proven to be not only a 
market leader in children’s 
broadcasting, but also highly 
successful in the world of 
licensing and merchandis- 
ing. We count them as one 
of our key partners and 
continue to look forward to 
working with them closely 
in Germany.” 


Chloé van den Berg 
EVP of International, 
Classic Media 


“Super RTL is an extremely 
professional organization 
hat has been forward- 
hinking in many key areas 
of the business, including 
ransforming their brand 
appeal into a successful 
icensing platform for key 
series on the channel. 
Beyond the business suc- 
cess, they have always been 
a group of good people 
hat are a pleasure to spend 
ime with, whether they 


acquire our content 
or not.’ 


Josh Scherba 
SVP 
Decode Enterprises 


“> 

r 
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“We find the team there to 
be very focused on helping 
us develop the long-term 
value of our brands for the 
German market. They are 
fun to work with, but also 


very professional at the 
same time.” 


Miles Bullough 
Head of Broadcast, 
Aardman Animations 


The week-long stretch is broken up by 
themed days centering around a different Super 
RTL character.A perennial crowd favorite is 
Disney's Kim Possible Forest Day that sees kids 
receive secret agent training and then go off on 
an elaborate outdoor treasure hunt, kitted out 
in black garb and sunglasses. In the afternoon, 
after they've completed their mission, they get a 
certificate of appreciation for their secret agent 


services. 


Risk nothing, gain nothing 
Super RTL's impressive achievements in just 
15 short years boil down to one simple fact: 
The company does not shy away from taking 
a risk. Always eager to test the waters in new 
markets—although never foolishly, and never 
without proper research—its teams have 
blazed trails and learned lessons along the way 
that have strengthened, rather than diminished, 
their acumen for business development and 
their dogged devotion to the kids audience 
they serve. 

Missteps are few, short-lived and usually 


redirected into more successful ventures. A few 


of 
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their visual best 

e You can download a viewing report anytime to see who's watched your shows 

e Buyers can message you directly with questions, feedback and follow-up 

e You can also drop them a line whenever you like 

¢ Our in-depth profiles let you wow buyers with your credits and talent 

e We handle the file conversions—all you have to do is send us a DVD 
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e Your shows will be featured in our on-site Screening Suite at KidScreen Summit 2011 
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The parents stand 

still and silent while 
dancers form an edgy, 
shifting background. 
The parents stand still 
and silent while dancers 
form an edgy, shifting 
background. 


that have strengthened, rather than diminished, 


their acumen for business development and 


their dogged devotion to the kids audience 


they serve. 


Missteps are few, short-lived and usually 


redirected into more successful ventures. A few 


years back the company laun 
called Toggo Turbo Drink, but 
flat.As Schmit says, “It wasn't 


ched a soft drink 
the idea went 


hat the entire 


business model didn’t work, but television has 


little to do with soft drink distribution.” So they 


moved on to something a little more in their 


wheelhouse. 


One recent growth project that is flourish- 


ing is the Toggo Mobile business that rolled out 


in May 2007. Super RTLs cell 


phone service is 


designed for six- to |3-year-olds, and features 
games built around favorite Toggo TV charac- 
ters. The phones themselves are also loaded 

with GPS—a maj 
foot the monthly bill for the plan."‘Kids at a 


or boon to the parents who 


certain age push for cell phones and computer 


games,’ says Ahmadi."‘This fits well into our 


cross-media model. We are using the platform 
for brand strategy, building up content we are 
working on anyhow.’ 
Frank Dietz, the channel's head of acquisi- 
ions and co-productions, adds that the mobile 
market has ‘not been as easy or held the kind 


of mass-market appeal as we were initially 


hoping for.’ He says the business is dominated 


by mobile providers themselves. '‘It’s a different 
approach for us, one that hasn't been translated 


in mass product yet.’ 


Steady does it on the tube 


Keeping tts TV channel, the central cog of its 


brand machine, well-oiled and operating at 


maximum capacity is a top priority at Super 


RTL.And its successful programming strategy 
is charted to stay the course in the short term. 
Dietz continues to hunt for humordriven 


an 


mated series for families, and a minimum of 


26 half hours is essential. The channel is pretty 
gender-neutral overall, although it does lean 
towards boy-centric content by about 3%. 


lew preschool programming is not cur 


rently a high priority; instead Dietz is looking 
for shows targeting the six to nine set and with 
the potential to post winning ratings in the 
competitive 5 p.m. to 8 p.m. daypart. 

Live action is a genre Super RTL has been 


doing quite well with (The Suite Life of Zack 


and Cody, Hannah Montana, etc.), and so Dietz 


is also in the market for live-action comedy 


shows for a slightly older audience. 


From one fun-loving 
team to another, 
congratulations 
ow 1S years of 

outstanding success. 

From your friends 
ak KidScreen., 
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Sean Bailey 


Ozen Kazim 


American Greetings Properties (New York, New York, 212-386- 
7341): American Greetings Properties has appointed Gabrielle Oliff as 
marketing director, responsible for building brand awareness and the 
licensing business of American Greetings properties, including Strawberry 
Shortcake, Care Bears, Holly Hobbie, Maryoku Yummy and Twisted 
Whiskers. Oliff joins American Greetings from a brand director post at The 
Beanstalk Group, and has worked in marketing, branding and licensing 
roles for Hearst Magazines, HIT Entertainment, Avon and Fisher-Price. 


A Squared Entertainment (Los Angeles, California, 310-273-4222): 
A Squared Entertainment boosts its creative bench strength with the 
addition of Darren Romanelli as creative director and Sidney Iwanter as story 
editor. Romanelli will oversee and develop creative materials to enhance 
the A2 Entertainment brand and its digital animation projects, including 
an animated series based on a 10-year-old Martha Stewart. Romanelli 
is co-founder of boutique marketing agency StreetVirus, which has cre- 
ated custom campaigns for clients such as Disney, Fox, Warner Bros. and 
Converse. lwanter, formerly VP of programming, strategic development 
and acquisitions for Fox Kids, with career stints at Paramount Television 
Research and Hanna Barbera Productions, will provide story and editing 
leadership for programs on A2's development slate. 


Big Tent Entertainment (New York, New York, 212-604-0064): 
Big Tent welcomes Lisa K. Weiner to the fold as director of brand devel- 
opment, responsible for licensing sales and retail development for 
the agency's brands, including Domo, Discovery Kids, Tokyopop and 
Telemundo. Weiner joins Big Tent after an eight-year stint as director of 
brand management for Random House Children’s Books, where she 
worked on evergreen properties like Barbie, Thomas & Friends, Richard 
Scarry and Rudolph the Red Nosed Reindeer. 


Coolabi (London, England, 44-207-258-7080): Anna Hewitt recently 
joined Coolabi as head of licensing, overseeing global brand licensing 


. 
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Michael Carrington 
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Bernd Conrad Bob Higgins 


Nikki Reed Melissa Wolfe 


Lisa K. Weiner 


development across all properties and categories, beginning with Poppy 
Cat, a book property turned TV series slated to air on Nickelodeon next 
spring. Hewitt was previously head of international licensing at BBC 
Worldwide, managing the toy, gift and stationery categories for brands 
such as Teletubbies, In the Night Garden and Charlie and Lola. 


CPLG (Los Angeles, California, 818-955-5400): Cookie Jar Group's 
licensing arm, CPLG U.S., has named Cindy Davis SVP of licensing. Davis 
will oversee the development and implementation of the agency's licens- 
ing and merchandising programs across a range of properties, including 
Strawberry Shortcake, Richard Scarry and Lucha Libre AAA. Prior to joining 
CPLG, she was a partner at Bomes Davis Branding, and previously served 
as VP of licensing at DIC Entertainment (where she played a key role 
in the relaunch of Strawberry Shortcake) and director of licensing and 
merchandising at Fox Family Worldwide/Saban. 


Disney Channel (Los Angeles, California, 818-569-7500): Seasoned 
film and TV development exec Nikki Reed joins Disney Channel as VP, orig- 
nal series, overseeing live-action development for both Disney Channel 
and Disney XD, including original series pilots. Reed previously served as 
VP of development at Universal Cable Productions. Her film production 
credits include National Treasure, The Kid and Invinable. 


Flying Bark Studio (Camperdown, Australia, 61-2-8568-5555): 
Aussie prodco Flying Bark Studio has appointed Jim Ballantine as 
managing director. Ballantine, who has lent his producer talents 
to Disney and Nickelodeon on films and TV series like Bambi 2, 
Brother Bear 2 and The Ren & Stimpy Show, inherits an active pro- 
duction and development slate at Flying Bark, including Enyo (with 
Funkhauser Films), Dive Olly Dive! (with Mike Young Productions), 
feature film Santa’s Apprentice (with Alphanim), The Woodlies (with 
ZDF) and a feature film and 26-episode series based on Australian 
toon icon Blinky Bill. 
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FremantleMedia Enterprises (Los Angeles, Califomia, 818-748- 
1100): Bob Higgins joins FremantleMedia Enterprises as SVP of children’s 
& family entertainment, supporting efforts to plan and execute a creativ 
vision for FME's kids business, as well as managing content including 
acquisitions, development and sales of TV and digital programming glob- 
ally. Previously, Higgins worked at Wildbrain, overseeing development on 
several series. And he has held senior programming and creative roles 
at Cartoon Network, Classic Media, Sony Pictures Family Entertainmen 
and Nelvana. 
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Hasbro Studios (Los Angeles, California, 310-786-4601): Hasbro 
Studios has nabbed seasoned animation producer Kathy Page as VP of 
production from Sony Pictures Television, where her credits include The 
Spectacular Spider-Man and Sit Down, Shut Up. Page has held produc- 
tion roles at Warner Bros. Television Animation and Film Roman, serving 
as a line producer on shows like Scooby-Doo, Batman: Mystery of the 
Batwoman and Tom and Jerry. 


m4e (Griinwald, Germany, 49-89-210-1950): Brand management and 
media company m4e welcomes Bernd Conrad to the team as head of 
licensing, with a focus on expanding its international licensing business, 
beginning with TV series Yoko, Mo & Me. Most recently, Conrad was head 
of licensing at TV-Loonland and previously served as licensing director for 
Jetix Consumer Products Germany. 


Nickelodeon (New York, New York, 212-258-8000): Nickelodeon has 
named former Disney exec Ron Johnson to the newly created position of 
SVP, Walmart Retail Development for Nickelodeon & Viacom Consumer 
Products. In his new role, Johnson will develop global retail strategies for 
all NVCP properties and manage Nick's global retail business at Walmart. 
Johnson has a long history of developing retail strategies for Walmart. As 
VP/GM of the global Walmart team at Disney, Johnson was part of the 
group behind the company’s innovation lab that creates and tests retail 
programs, products and promotions for Walmart buyers, licensees and 
company execs. And he opened Cott Beverages’ first Bentonville office 
as VP/GM of the global Walmart team. 


RDF Rights (London, England, 44-207-013-4000): Karen Vermeulen 
joins RDF Rights as VP and head of global TV sales and co-production 
for the kids and family division. Vermeulen was formerly director, of pro- 
gram distribution, UK & Eire at The Walt Disney Company and has held 
senior sales positions at National Geographic Kids Entertainment and 
Entertainment Rights. 


Rocket Licensing (London, England, 44-207-207-6241): Ozen Kazim 
takes on a dual role as licensing manager for Rocket Licensing and indie 
children’s book publisher Walker Books, responsible for licensing sales 
and brand development. Before joining Rocket and Walker, Ozen was 
category/territory manager at Target Entertainment Group. 


Sesame Workshop (New York, New York, 212-875-6937): Looking 
to extend its reach and influence in social media, Sesame Workshop 
has appointed Daniel N. Lewis to the newly created role of director of 
new media communications. Prior to joining the non-profit, Lewis was 
a consultant advising start-up companies on executing partnership and 
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distribution deals, audience development, community management and 
search engine optimization. 


Scholastic Media (New York, New York, 212-343-6100): Chris Ursin 
joins Scholastic Media as director of consumer products, responsible 
for licensing, promotions and sponsorships for the company’s growing 
portfolio of brands, including Clifford, WordGirl, The Magic School Bus 
and The 39 Clues. Prior to joining Scholastic, Ursin held senior licensing 
positions at Warner Music Group and Marvel Entertainment. 


Spin Master Entertainment (Toronto, Canada, 416-360-6002): 
Melissa Wolfe was recently named director of development at Spin Master 
Entertainment, co-creator/producer of Bakugan and entertainment arm 
of toyco Spin Master. Wolfe's development resumé includes roles at 
Cookie Jar Entertainment and Frederator Studios. 


Target Entertainment (London, England, 44-870-164-7474): Target 
Entertainment Group bolsters its licensing team with the recent addi- 
tion of Richard Woolf as director of licensing, reporting to just-promoted 
commercial director Helen Howells. Howells, whose new mandate is to 
strengthen collaboration between Target's distribution and consumer 
rights teams, oversees children’s TV sales, home entertainment and 
licensing, and will continue to manage master toy and publishing catego- 
ries. Woolf, whose career past includes stints at Jetix, 4Kids Entertainment 
and Warner Bros., will manage all other licensing categories and turn his 
seasoned hand to growing Target's international licensing business. 


The Jim Henson Company (Los Angeles, California, 323-802-1825): 
With a mandate to support the development and production of content 
across all children’s media, Lisa O’Brien joins The Jim Henson Company 
as executive director of children’s entertainment. She will also focus on 
short-form series like Wilson & Ditch: Digging America and The Possibility 
Shop, as well as supporting promo activity on Henson’s current portfolio 
of kids properties. O’Brien previously worked with Henson on short-form 
productions The Pajanimals and Musical Mornings with Coo in her role 
at PBS Kids Sprout. 


The Walt Disney Company (Los Angeles, California, 818-560-1000): 
As part of an operations restructure, Sean Bailey has been named presi- 
dent of Walt Disney Studios Motion Picture Production, overseeing all 
aspects of live-action development, film production and physical produc- 
tion for Walt Disney Pictures and Touchstone Pictures. His feature film 
production credits include Matchstick Men, Gone Baby Gone and the 
upcoming Disney flick 7ron Legacy. 


Turner Broadcasting (London, England, 44-207-693-1000): In an 
exciting round of exec musical chairs, Michael Carrington takes over 
where Finn Arnesen left off, and has accepted the position of chief 
content officer EMEA for Turner Broadcasting. He is responsible for the 
development and creation of original series, co-pros and acquisitions for 
Turner's suite of kids channels in the UK and EMEA, including Cartoon 
Network, Boomerang and Cartoonito. Carrington comes to Turner from 
the BBC, which he joined in 2004 as head of acquisitions and anima- 
tion for BBC Children’s, and was later appointed controller of preschool 
channel CBeebies. 
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EDITORIAL CONTACT: 
Lana Castleman, Editor 
Icastleman@brunico.com 


ADVERTISING: 


Myles Hobbs, Associate Publisher 
mhobbs@brunico.com 


GET CONNECTED, STAY CONNECTED 


SIGN UP FOR FREE AT 
www.kidscreen.com/subscribe 
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415-947-6000 
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Home Entertainment-HE 
Interactive-Inter 


Licensing-Lic 


Marketing-Mktg 


Manufacturing-Mfg 


Merchandising-Mercl 


Multimedia-MM 
Production-Prod 


www.gdfconf.com 


www.asiatvforum.com 


Promotion-Promo 


Programming-Prog 
Publishing-Pub 
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TV/Prod/Prog/Dist 


Sports-Sp 
Toys-T 
TV-IV 
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Growing greetings 


Part gift, part greeting card, and possibly new 
licensed product, Postcardens from UK-based A 

Studio For Design make it easy to grow a little 
greenery just about anywhere. The sets come in 
three different designs and contain an illustrated 

backdrop, growing tray, packet of seeds and 
instructions. At US$11 a pop, they're available at 

www.postcarden.com (Europe) and 

www.brooklyn5and10.com (North America). 


A wee tablet for 
little hands 


Looking more than a bit 
iPad-ish, Fisher-Price unveiled 
its iXL Learning System 
(US$79.99) in February. The 
q PC- and MAC-compatible 
device is designed for kids 
ages three through six and 
comes loaded with features 
like an ebook reader, a 
notebook, an MP3 player and 
a photo album. It hits mass 
retail in July. 


Down the DS hole 


Disney Interactive has gone above and beyond 
the call on the Alice in Wonderland video game 
front, creating completely different games for 
the Nintendo Wii and DS platforms. The DS 
version, in particular, is a cool stylistic departure 
from the lush aesthetic of Tim Burton’s 3-D 
film released last month, incorporating funky, 
modern black-line art that’s sure to appeal to 
fledgling Goth tweens. 
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